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Something Doing 
In Indiana 


The Star League is making itself felt in Indiana 
just the same way The Muncie Star made itself felt. 


The Star League, with over 110,= 
000 paid circulation, covers the best 
part of Indiana, 


The Muncie Star covers the gas and oil belt. 

The Indianapolis Star covers the central part of 
the State. There are twenty-nine steam and traction 
lines centering here and tapping the State in every 
direction. 

The Terre Haute Star covers the rich mining, 
manufacturing and agricultural district in the west- 
ern part of the State. 

The Star League papers are delivered daily to the 
— living on 927 Rural Free Delivery routes. 

ach of The Star League papers has more paid 
circulation than any other paper in the city in 
which it is published, and the combined circulation 
is 40,000 more than the claimed circulation of any 
other paper in the State. 

Watch The Star League. There’s something 
doing. cinceesentatiiiie 

GENERAL OFFICES: 
Corner Market Street and Monument Place, Indianapolis, Indiana. 


THE CHAS. T. LOGAN SPECIAL AGENCY, 
Representatives for Advertising, Tribune Building, New York. 
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TheBestSchool 


Special Offer. 


The special offer in the seventeenth 
week is twofold : 

1. Anyone sending Zhree Dollars 
can have Printers’ Ink for a whole year 
if the amount is sent between Now and 
December 31, 1903. This offer is for 
the purpose to enlist young men and 
women as subscribers to a paper which 
constitutes the best and most practical 
advertising school in this country. 

2. Anyone sending a check for 
Twenty Dollars between Vow and De- 
cember 31, 1903, can have a paid-up sub- 
scription to Printers’ Inx for the term 
of ten years. Or, he may send Printers’ 
Inx for one year to ten different parties. 
This offer is for the purpose to assist 
wholesalers, publishers and mail order 
dealers to get PrinTERS’ INk cheaply in- 
to the hands of prospective advertisers 
or clerks, who, if they studied Printers’ 
Ink would become more useful assist- 
ants in the course of time. 


BOTH OFFERS ARE GOOD 
TILL DEG, 31, 1903, 
AND NO LONGER. 








17TH WEEK. 
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ENTERED a8 SECOND-CLASS MATTER AT THE NEW YORK, N. Y.. Post OrFice, JUNE 29, 1893, 


Vo. XLV. 


DEPARTMENT STORE METH- 
ODS IN BROOKLYN, 





The store of Frederick Loeser & 
Co. may be called the Wanamaker’s 
of Brooklyn. At once the largest 
establishment of its kind in that 
borough, it is also one of the larg- 
est retail concerns in the United 
States, doing a business that com- 
petent authorities estimate at $15,- 
coo,ooo yearly. In policy it is es- 
sentially a “quality” store, catering 
to the “charge” trade and to every 
class that considers worth rather 
than price. Its success has been 
founded on quality arguments, 
coupled with the claim that the 
firm sells high-grade merchandise 
at as small a margin of profit as is 
consistent with good management. 
Established in 1845, the store has 
been since 1887 in the hands of 
Howard Gibb. Employing more 
than 4,000 people, its floor space is 
equivalent to about three large city 
blocks. The buildings occupied at 
present are spread irregularly over 
a large plot of ground which will 
be entirely occupied when addi- 
tions now under way are com- 
pleted. 

“The Loeser advertising is al- 
most wholly restricted to the daily 
papers,” said Charles F. Higham, 
manager of advertising. “Brooklyn 
is covered by two distinct sets of 
mediums—the local papers and the 
New York dailies. The former we 
use every day in the week, and the 
latter on Sundays. The greatest 
amount of space is taken in the 
Brooklyn Eagle, which may easily 
be called the quality paper of 
Brooklyn. It reaches the best peo- 
ple. Besides our large daily ad we 
fill two pages in the Sunday issue. 
The Brooklyn Times is next best 
for our purposes, covering the 
Eastern District of Brooklyn. 


which is populated by the wage- 
earning classes. 


The Brooklyn 
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Standard Union and Citizen each 
go to a clientele of their own. The 
former is the only penny paper in 
the borough, while the latter is the 
only Democratic daily. In New 
York we use Sunday ads four col- 
umns wide in the Times, Sun, 
Press, Herald, World and Journal. 
1 am inclined to the beiief that the 
Herald, World and Journal have 
the largest Brooklyn circulations 
on Sundays. We use New York 
papers on week days for one pur- 
pose only—when we have some- 
thing to offer men. In Brooklyn 
Life, the local society weekly, we 
have a page regularly, but it is used 
for general advertising. General 
ads also appear in the programmes 
of the high-grade theatres of 
Brooklyn. The list of media is 
completed by booklets and other 
literature, mailed to a list of 
charge customers and a larger gen- 
eral list Church-programme and 
scheme advertising is rigidly ex- 
cluded. The easiest way to avoid 
discrimination is to refuse all. 

“Ts it true that the Brooklyn de- 
partment stores draw patronage 
from New York?” 

“Absolutely, and in the Loeser 
store there are two attractions. 
First we offer the advantage of 
lower prices than New York stores, 
coupled with one of the best de- 
livery services in the whole coun- 
try. Second—and this is the 
strongest attraction for the better 
class trade—our prices are known 
to be invariable. This principle 
has been advertised by Frederick 
Loeser & Co. for many years, and 
the firm was one of the first in the 
country to adopt the practice of 
pricing all goods in plain figures. 
The policy of the house in this 
matter is so weil known that it 
enables us to sell pianos to people 
in Harlem, and pianos that. can be 
had right in their neigborhood. 
We are doing the largest piano 
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trade in Brooklyn to-day. Piano 
prices have been notoriously vari- 
able for years. Dealers go on the 
principle that an instrument is 
worth what you can get for it, and 
the price first named is not the ul- 
timate one. Even reputable de- 
partment stores, it is said, have ad- 
vertised a high price for the pur- 
pose of cutting it when the instru- 
ment is inspected. The public has 
learned these practices, of course. 
When our piano department was 
established the firm’s price-policy 
brought it into favor immediately. 
A Loeser price is as fixed as the 
eternal rocks. There is no reduc- 
tion from the figure, not even the 
five per cent commission granted 
to music teachers. The public be- 
lieves in our prices absolutely, and 
therefore we are doing the busi- 
ness, not only in pianos, but in 
other lines. 

In so far as copy is concerned, 
I believe in white space. Our ads 
are set in light-faced type. There 
are plenty of items, but each is 
treated as a separate story, with a 
head showing at a glance what is 
offered. People read retail adver- 
tising with one question—‘How 
much?” After that has been an- 
swered the ad should induce read- 
ers to come to the stote and see for 
themselves, for no combination of 
words can make the same impres- 
sion as the goods. In writing for 
men it is essential that you get to 
the point at once. And let me tell 
you that men read department 
store advertising. I don’t know 
why, but they do. Saturday is 
distinctly a men’s day at this store, 
and our advertising on Friday 
evening deals chiefly with men’s 
things. We have a large merchant 
tailoring business, and a big trade 
in haberdashery. Our men’s de- 
partment is practically a separate 
store, with its own entrance from 
the street, which overcomes the 
inborn masculine dislike of asking 
for scattered departments and 
riding in elevators. Monday and 
Saturday are the big bargain days 
in Brooklyn. Monday has long 
been the busiest day in the week. 
We have attempted by advertising 
to make Friday a bargain day too, 
with fair success. "Women love 
bargains. They are impressed by 








comparative prices, and love to 
think of the amount they actually 
paid in connection with what the 
article is worth, or even what the 
advertisement said it was worth, 
For this reason the article offered 
at $4.98, marked down from $6, 
has a perennial charm, and will sell 
better for that price than if carried 
in stock regulariy at $4 and adver- 
tised for what it is. Of course, 
bargains must be good value, for 
upon them depends the store’s 
trade in every department, and its 
reputation as well. The bargain 
furnishes store news. There is al- 
ways something happening at a de- 
partment store, and it is told in 
the advertising. Smaller stores 
may sell as cheaply, but one day is 
largely like another, even if adver- 
tising is used. There’s nothing 
happening from day to day to 
rouse interest. Department store 
advertising is not only of a news 
nature, but is handled by news 
methods. We have sixty-four de- 
partments. My first work in the 
morning is to meet the buyers in 
the receiving room and talk with as 
many as possible—there are thirty- 
five buyers. Each department 
sends in its special offerings for the 
day written in the form of items 
for the advertisements. By talking 
with buyers it is possible to pick 
up information about the day’s of- 
ferings and to judge which is most 
important, for the store’s news- 
paper space is limited and the ad- 
vertising manager must act as a 
sort of city editor, omitting what 
is relatively unimportant and play- 
ing up the big features. Some days 
the ad will be a mass of small of- 
ferings in a dozen departments, 
and again it will be given up to 
some big event. Where special 
items are to be featured the adver- 
tising manager must write more 
elaborate descriptions and perhaps 
tell how the firm can offer such 
bargains. This writing is usually 
done from the buyer’s or depart- 
ment manager’s description rather 
than from the goods themselves, 
because the advertising man of a 
large department store has pretty 
nearly everything beneath the sun 
to deal with, and can’t possibly 
acquire a technical knowledge of 
seventy-five distinct lines of mer- 
(Continued on page 6.) 
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633,700 
COPIES 


is this week’s 
edition of 


THE SATURDAY 
EVENING POST 


This is the largest bona- 
fide—paid-for circulation 
ever attained by any 
weekly magazine in this 


country. 


THE CURTIS PUBLISHING COMPANY 
PHILADELPHIA, PA. 




















6 


chandise. The terms he would 
use to describe a coat, for instance, 
would be clumsy and inaccurate, 
whereas the description of the 
buyer of coats will be bristling 
with the semi-technical, easily 
comprehended language used by 
tailors. Just as the city editor sends 
a reporter to interview someone 
who is an authority on a subject 
brought into prominence by the 
day’s news, so the department store 
adman looks for authorities. 
Among the buyers and department 
managers here are men whose de- 
scriptions I print verbatim because 
they are more to the point than I 
could write niyself in those lines. 
“There’s a good deal of hurry in 
department store publicity, as well 
as pressure on the store’s news- 
paper space. This field is far from 
being thoroughly developed. De- 
scriptions of goods form the basis 
of such advertising, and little at- 
tention is given to setting forth 
reasons why people should visit 
the store. This announcement ad- 
vertising is effective, and the best 
basis upon which to begin improve- 
ments, but I do not regard it as the 
best that could be done if there 
were more leisure. The work of 
an advertising man in such a store 
is educational in high degree, for 
he is advertising practically every 
line of merchandise sold at retail, 
and coming into contact with the 
consumer as he is—and the con- 
sumer forms the basis for every 
kind of advertising. Results can 
be watched closely through the 
various departments. Results in 
dollars and cents are what count. 
Advertising may bring people to 
the store. In fact, there are large 
stores that shoppers visit as sights, 
and which enjoy a certain celebrity 
as pretty places. But shoppers 
don’t come to buy the store, and 
some less sightly establishment that 
gives better values takes in the 


money.” Jas. H. CoLiins. 
one ears Aa 
By means of statistics compressed into 
a small booklet the Paper Trade Journal, 
New York, shows the importance of the 
industry it represents. 
eo 
THE initial announcement of the Cin- 
cinnati Symphony chestra’s coming 
season is a neatly arranged booklet giv- 
ing programmes, dates and sketches of 
soloists, with portraits. 
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ABUSE SELDOM HURTS THE 
“OTHER FELLOW,” BUT IT 
DOES HURT TRADE. 


The skyscraping method in advertisin 
has a tendency to create suspicion, an 
while a plain, honest statement may not 
get all the orders, it does certainly put 
the business on a more satisfactory ba- 
sis. I believe the wide-awake advertis- 
ers are beginning to see the point, and 
that they will try separating themselves 
from the blow-hard style of advertising, 
I really believe that incubators would 
now be on every farm, or nearly so, if 
it had not been for skyscraping methods, 
unreasonable promises and dark reflec- 
tions against the other fellows.—M. M, 
Johnson, in Farm Machinery. 


——__ +o 
NATIONAL ADVERTISING CLUB. 

wWew York, Dec. 8, 1903. 
Editor of Printers’ INK: 

I have read with a great deal of inter- 
est the article in your issue of December 
2d on a proposed _ national advertising 
club, suggested by Mr. E. F. Olmsted. 

Such an organization should certainly 
prove of unlimited advantage to publish- 
ers, advertisers and agencies and their 
constituents and establish better busi- 
ness relations between them. 

Very truly yours, 
E. A. WESTFALL, 

New York Representative the Newark 
Evening News. 

i ed 

Ws. F. Dosss, advertising agent, 353 
Main street, Danbury, Conn., is placing 
in New York State papers large copy 
for Linonene, a Cod Liver Oil prepara- 
tion, manufactured by. the Danbury 
Pharmacal Company, of Danbury, Conn. 
He holds a responsible position in the 
Danbury News. 

ee ee 


ANTE D—Name 
and address of 
every general or local 
association devoted to 
newspaper, magazine, 
billposting or allied ad- 
vertising interests and 
every organization in- 
terested in the buying 
or selling of advertis- 
ing space. Will thesec- 
retaries kindly address 
M. LEE STARKE, 
Tribune Building, New 
York City ? 
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Little Lessons in Publicity—Lesson 14. 


‘‘HOME, SWEET HOME; 
There’s no place like home.’ 


The intelligent, thinking advertiser realizes that there is no place like 
the home ia which to talk about his goods, and he realizes that a great deal of 
his success depends upon what introduces him into the family circle. The 
unclean newspaper carries no more weight in the average home than does a 
man of questionable character trying to introduce some companion into a 
respectable family. If your advertising is clean and you desire to present it 
in the homes of six leading cities, permit the six leading dailies mentioned 
below to introduce you in the evening, when your appeal reaches the members 
of the household in their best mood. The readers have confidence in the 
editorial and news matter appearing in these dailies; they also have confi- 
dence in the advertisements, because the columns of the papers are kept 


ss THE MONTREAL STAR 


will introduce you in practically every English-speaking family in Montreal. 
It reaches cvery English home reachable. 


THE MINNEAPOLIS JOURNAL, 


the clean paper of Minneapolis, will present you to 60,000 families of the 
purchasing class every evening. 


THE WASHINGTON STAR 


is a welcome visitor at practically every family circle in the National Capita! 


every evening. 
THE BALTIMORE NEWS 


will place your proposition before the homes of the masses and classes in 
Baltimore. Ask any local merchant. 


THE INDIANAPOLIS NEWS 


will conduct you into more homes of all classes in Indianapolis than all other 
dailies there combined. 


NEWARK NEWS 


will put your announcements in practically every home in Newark and sur- 
rounding wealthy residential communities. 

In each of the above communities, the evening paper named has the 
largest home circulation, prints the most local news, commands the most re- 
sponsive class of readers and most satisfactorily makes business for the 
advertisers. From every view-point this list offers a most profitable adver- 
tising proposition. 

M. LEE STARKE, 
Tribune Building, 


Teer vor’ Mgr. General Advertising. CHICAGO 














SOME RETAIL EXPERI- 
ENCES. 


“Experience number” is the title 
of a special issue of the Shoe Re- 
tailer, New York. A series of 
twenty-two questions was sent out 
to retail shoe dealers in all parts 
of the United States, and replies 
from sixty-three dealers are pub- 
lished. The result is a mass of in- 
formation based upon actual re- 
tailing. That it is hard sense is 
shown by the fact that the opinions 
from every point, and from dealers 
in cities and small towns, strike a 
general average. Many of the 
queries submitted by the editor of 
the Shoe Retailer relate to styles 
in shoes and the public taste in 
footwear, but others take up the 
questions of advertising and store 
management. These, with a digest 
of the replies, give principles of 
retailing that can be applied to 
other lines: 

Do you use the local newspapers to 
any extent for advertising purposes, and 
do you find the investment profitable? 
The replies to this question indicate that 
retailers use newspaper space in the 
smaller cities, but do not advertise by 
this method in large centers. Some 
find it profitable for special sales, and 
others express the opinion that news- 
paper publicity could be used to advan- 
tage in the largest cities with a chain of 
stores. Several dealers in small cities 
eee newspaper advertising unfavor- 
ably, but because their stores were not 
centrally located. =e any dealer 
making use of this form of publicity had 
an unfavorable opinion. fhe question 
turned wholly on cost. 3 

Do you find special features in a win- 
dow display bring trade, or are you a 
believer in displaying shoes only? Some 
dealers favored novelties that would at- 
tract attention to the window, but by far 
the greater number confined their dis- 
plays to shoes and “findings.” A Chi- 
cago dealer says, “The window is the 
bread of the business—it feeds the busi- 
ness as no other method of publicity.’”’ 
“Shoes only in our windows,” say others; 
“We sell shoes, and it doesn’t pay to 
make a menagerie of the window.” “We 
sometimes use novelties, but shoes are 
first, always.” 

What publicity or display ideas do you 
find best for moving slow-selling goods? 
Most dealers fall back on cut prices and 
special window displays. Others move 
undesirable stock through the news- 
papers. Still others find it best to give 
salesmen five to twenty-five per cent 
premium for selling stale stock, making 
no reduction to the customer. But the 
best results seem to come from special 
sales and windows. ’ . 

How do you offset the competition of 
manufacturers who retail direct? This 
question brings in the widely advertised 
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shoes, like Regal, Douglas, Dorot 
Dodd and Gereale. Seles of such shows 
appear to be confined only to cities, 
where retailers say that they have no dif- 
ficulty in holding their own by giving 
values as good, letting their trade know 
that unsatisfactory footwear will be 
taken back and, in short, being as wide 
awake and liberal as the advertising 
manufacturers. Personal relation with 
the customer is a big factor in building 
and holding trade. 

Has the sale of shoes in department 
and clothing stores reached important 
dimensions in your town? Some dealers 
lament inroads on their trade from big 
competitors, but even in the large cities 
the majority seem able to hold their own, 
though the large stores sell great quan- 
tities of shoes. Peonle seem to go to 
them for cheap shoes, buying the better 
goods of small retailters. The general 
opinion is that the department store has 
few real advantages over the retailer in 
the long run, and that active hustling, 
combined with window displays and ad- 
vertising, places the latter upon practi- 
cally an even footing. 

Do you believe in frequent special 
sales to clear out slow-moving lines, or 
do you confine your efforts to one or 
two general clearances? Most dealers 
confine themselves to two semi-annual 
sales in January and July, and it is gen- 
erally held that frequent cut-price offer- 
ings, with a hurrah in newspapers, tends 
to give the store a cheap reputation. Best 
results are secured by making the store 
known as a place where good values al- 
ways obtain at regular prices. 

Have you ever used trading stamps 
or any other form of premium or dis- 
count, and with what result? Nine 
dealers are using trading stamps, and 
four report good results. Thirty-four 
have never used them, and refuse to 
consider them seriously. Six have used 
them and stopped. Six dealers have 
given various forms of premiums and 
abandoned the practice as unprofitable. 
Two dealers give premiums. he trad- 
ing stamps cost about five per cent gross 
on the trade of regular customers, ac- 
cording to one dealer. Some consider 
them good in keeping regular trade in 
the face of competition, while others say 
that customers who can be lured away 
by gift schemes are not worth holding. 
Those who enter into the subject at any 
length seem to think that trading stamps 
and premiums are of little value in at- 
tracting new or transient trade. Men 
care nothing about stamps or gift 
schemes, but they appeal to certain 
classes of women. 

a ee 

A arc portfolio of colored plates from 
the Robert Graves Co., New York, shows 
late designs in wall papers, worked out 
ir decorative schemes. Some of the 
smaller specimens are more attractive 
because the reproductive work is better 
executed. 

——_+o+-___ 

A CLEAR, convincing booklet on the 
worn theme of hair tonics comes from 
the Ideal Drug Co., Xenia, Ohio. Two 
of the firm’s remedies are prescribed 
with so many excellent reasons for 
using them that the booklet ought to 
bring results. 




















RESULTS IN THE ROLL OF 
HONOR PRIZE COM- 
PETITION. 


On April 22, 1903, the Roll of 
Honor appeared for the first time 
in Printers’ INK, occupying less 
than a full page of space. How 
great has been its growth in eight 
months may be realized by com- 
paring the department in this issue, 
occupying seven pages, with the 
one mentioned above. It then con- 
tained the names of thirty-eight 
publications, which might -be called 
the charter members of an asso- 
ciation that has since won ap- 
preciation which insures its per- 
manence and a place in the regard 
of every honest publisher and ju- 
dicious advertiser, both of whom it 
serves steadily and well. 

When the idea of the Roll of 
Honor was first submitted to a 
number of friends it was unani- 
mously disparaged as a project that 
would not enlist the support of 
even half a dozen publishers. Had 
this criticism been milder probably 
the Roll of Honor would never 
have been started. These adverse 





opinions, however, together with y 


the originator’s faith in his idea, 
made it an assured thing. He ar- 
gued that, if newspaper directories 
are useful at all, a condensed direc- 
tory of the best material in the best 
directory must be even more use- 
ful, both to advertisers and pub- 
lishers. A vigorous, persistent 
campaign was therefore begun, and 
has been pursued since. The Roll 
of Honor to-day contains the 
names of more than 300 publica- 
tions that have justly been termed 
“the cream of the American press.” 

One of the means of making the 
department known and _ inviting 
discussion upon it was the Roll of 
Honor Prize Competition, in which 
advertising men, newspaper men 
and readers of Printers’ INK gen- 
erally were invited to set forth in 
the form of an article, first pub- 
lished in some newspaper or other 
periodical, the business and moral 
reasons why publishers eligible to 
the Roll of Honor should take 
measures to have their papers rep- 
resented therein. With the Dec. 16 
issue Of Printers’ INK this com- 
petition came to a close in its twen- 
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ty-first week. From the opening 
of the contest on July 29 there were 
received a total of eighty-four ar- 
ticles. Those considered best in 
each week of the contest were by 
the following writers: 

1—Leroy Fairman, New York City. 

2—J. W. Schwartz, New York City. 

3—W. C. Stuart, New York City. 

4-—M. Lee Starke, New York City. 

5—L. W. Marshall, Brooklyn. 

6—L. T. Berliner, Corry, Pa. 

7—Chas. S. Parker, Arlington, Mass. 

8—J. Wallis, Halifax, N. S. 

9o—L. W. Marshall, Brooklyn. 
10—Oscar Herzberg, New York City. 
11—F. James Gibson, New York City. 
12—H. R. Hulbert, San Francisco. 
13—J. H. Morrow, Winnipeg, Man. 
14—S. Roland Hall, New York City. 
15—S. P. Foster, Elmer, N. J. 

16—A. B. Fritts, New York City, 

17—Edwin D. Lambright, Tampa, Fla. 

18—T. B. Gordon, Richmond, Ind. 

19—C. A. Sommer, Lincoln, Neb. 

20—W. H. Eastman, East Summer, Me. 

21—M. Lee Starke, New York City. 

These twenty-one articles ap- 
peared in the following publica- 
tions: 

1—Daily Press, Utica, N. Y.  2— 
Metropolis, Jacksonville, Fla. 3—News; 
Manchester, N. H. 4—Star, ashing- 
ton, D. C. s—Woodsman, Phillips, Me. 
6—Daily Times, Erie, Pa. 7—Advocate, 
Arlington, Mass. 8—Herald, Halifax, 
N. S: 9—Evening Journal, Jersey City. 
N. J. 1o—News-Leader, Richmond, Va. 
11—Western New Yorker, Warsaw, N. 
. 12—Call, San Francisco. I 
Manitoba Free Press, Winnipeg, 
14—Evening News, Baltimore, Md. 
15—Times, Elmer, N. J. 16—Evening 
Bulletin, Philadelphia. 17—Morning 
Tribune, Tampa, Fla. 18—Item, Rich- 
mond, Ind. 19—Freie Presse, Lincoln, 
Neb. 20—Maine Woods, Phillips, Me. 
21—Star, Montreal. 

The purpose of the competition 
was “to set forth why every pub- 
lisher entitled to a place in the Roll 
of Honor should make use of the 
service.” While there are enough 
manifest reasons why this depart- 
ment should be utilized by eligible 
publishers, the writing of an ar- 
ticle on the subject offered certain 
difficulties. It will be noticed that 
each article appeared in a news- 
paper of general circulation, and 
it was necessary that the writer tell 
his story in a popular manner. This 
involved clear explanations as to 
the standing of the American 
Newspaper Directory and Print- 
ERS’ INK to show the character of 
the Roll of Honor. In an article 
intended for the perusal of adver- 
tisers and publishers this informa- 
tion could have been greatly con- 
densed or even omitted altogether. 


Under the circumstances the writ- 
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ers acquitted themselves very cred- 
itably indeed. Each of the twen- 
ty-one successful articles covers 
every point about the Roll of 
Honor that would be likely to raise 
a question in the mind of an aver- 
age newspaper reader, and each 
gives reasons to a publisher why 
it should be employed in furthering 
the interests of an eligible publica- 
tion. From all the arguments ad- 
vanced by the writers in favor of 
the Roll of Honor the following 
list has been compiled: 


TWENTY REASONS WHY EVERY PUB- 
LISHER ENTITLED TO A _ PLACE 
THEREIN SHOULD MAKE USE OF 
THE ROLL OF HONOR. 
1—Being based on the ratings of 

the American Newspaper Direc- 

tory, the high character of which is 
conceded by advertisers and pub- 
lishers, this department is veritably 

a Roll of Honor, based upon truth 

and fact. 


2—By reason of its standing and 
circulation among all classes of 
advertisers everywhere PRINTERS’ 
INK is the one journal that can 
give such'a department the integ- 
rity which makes it valuable to 
advertisers and the publicity which 
will produce results for publishers 
appearing therein. 


3—In no other way can a pub- 
lisher who is anxious to reveal his 
circulation keep the figures so 
prominently and continuously be- 
fore the advertising public for so 
small a sum of money. 











4—By change of copy it is pos- 
sible for a publisher to record the 
progress of his paper from week 
to week, a service not to be ob- 
tained elsewhere at any price. 


5—By its appearance in the Roll 
of Honor a publication not only 
gains the moral and commercial 
standing that comes of being in 
good company, but the publisher 
thereby testifies his own confidence 
in its value as an advertising me- 
dium. 


6—The information given by the 
publisher is not buried in the 
pages of a large volume which may 
be consulted only occasionally, but 
is classified in a few columns of 
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concise information seen by adver- 
tisers fifty-two times a year, which 
gives the direct benefit of general 
advertising. 


_ 7—A rating in the Roll of Honor 
is practically beyond dispute, and 
its establishment marks an era as 
important in scientific advertising 
as was the establishment of the 
American Newspaper Directory. 


8—It is a list of publications that 
are honest and progressive; not to 
be represented invites doubt and 
distrust on the part of advertisers, 
if it is not an admission of inferi- 
ority. 

g—Its value increases with age, 
for every week of existence aids its 
transformation into an institution 
indispensable to advertisers. 


1o—It has an educational in- 
fluence with advertisers, leading 
them to ask questions that no dis- 
honest publisher can answer and 
that no honest publisher fears. 


11—It will increase the volume 
of advertising by directing expen- 
diture to productive mediums, 
making it profitable. 

12—The information given is 
simple, convenient, complete, and 
in all questions that arise regard- 
ing the relative merits of mediums 
it is the readiest and latest infor- 
mation at the command of adver- 
tisers. 


13—The papers ers listed in the Roll 
of Honor offer the smallest margin 
of uncertainty to the advertiser, 
therefore it makes for scientific ad- 
vertising. 

14—It is a democratic list. Every 
worthy publication is on an equal 
footing, and the country weekly 
can tell its story as often, as direct- 
ly, as cheaply as the metropolitan 
daily. 


15—It offers to publishers the 
best way of following the two 
basic principles of advertising in 
connection with their papers, to wit 
—When you have a good thing, 
advertise it; when you advertise it, 
use the best medium. 


16—It gives a $ a publication pub- 
licity in its own immediate com- 
munity as well as among general 
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advertisers throughout the whole 
country. 


17—It enables a publisher or 
group of publishers to call atten- 
tion to a locality that has been 
overlooked by advertisers through 
lack of information concerning it, 
or it may be employed in the same 
manner to promote a distinct class 
of publications, as trade journals 
or country weeklies. 


18—Advertisers of importance 
have repeatedly signified that the 
Roll of Honor has their entire con- 
fidence, that they consult it in plac- 
ing business, and that there is no 
similar source of information ex- 
isting. 

19—Its rapid growth indicates 
the regard in which it is held by 
enterprising publishers. 

20—Neither influence nor money 
will secure a place in the Roll of 
Honor for a paper not having the 
necessary qualification. 


In its issue for December 30, 
1903, PRINTERS’ INK will award the 
three cash prizes to the writers of 
the best three articles out of the 
twenty-one weekly choices. The 
best three articles will be reprinted 
and half-tone portraits of their 
authors will embellish their efforts. 
To all who have so generously and 
willingly assisted in making this 
contest a successful one the Little 
Schoolmaster extends thanks and 
best wishes. Some of the contest- 
ants will, of course, be disappoint- 
ed, but even an honorable men- 
tioning of one’s excellent work 
in Printers’ INK has its value and 
compensation. 

Cuartezs J. ZINGG, 
Managing Editor. 





— +r ~~ 

A sooxtet from the Lippman Co., 

National Life Building, Chicago, de- 

scribes that concern’s method of handling 

the advertising of retail stores. The 

statements are convincing, but the cov- 
er is not happy. 





The German Weekly 
of National Circulation 


LincolnFreie Presse 


LINCOLN, NEB. 
Circulation 145,448. Rate 35c. 











A Little Chicago 
Philosophy 


If a solicitor or salesman visits 
in one day ten people of a certain 
class, and sells his wares to three, 
how many sales will the solicitor 
or salesman make who visits in 
one day twenty people of the 
same class? 

If an advertiser offers his 
wares through the advertising 
columns of a newspaper having a 
given circulation to a certain class 
in a given territory, how much in- 
creased is the opportunity for 
making sales of the same wares 
advertised in the columns of a 
newspaper having double the cir- 
culation of the same class in the 
same territory ? 








Advertisers are gradually solving the 
above problemsas applied to THe CHICAGO 
RECORD-HERALD and its nearest com- 
petitor. 














The 
Mail and Express 


(ONE CENT) 


Maximum Quality 
Minimum Price 


Combined with con- 
stantly increasing 
circulation make it 
the 


“LEADING EVENING 
PAPER.” 














12 
WITH ENGLISH ADVER- 
TISERS. 


By T. Russell. 


It would be a great injury to the 
commerce of any country if the 
protection of trademarks were 
weakened. Unless advertisers can 
be protected in the fruit of their 
energy and expenditure, advertis- 
ing, except for a few retailers, will 
become impossible. No reasonable 
person can doubt that advertising 
is a blessing to a community. If 
only the inestimable usefulness of 
good newspapers—to the existence 
of which adve«rtising is an absolute 
necessity—were involved, the in- 
calculable value of advertising to 
society would be manifest, and I 
need not work the point further. 
It follows that unrestrained sub- 
stitution would be a social evil of 
the gravest and most flagrant kind. 

* * * 

One of the most valuabie trade- 
marks in this country is at the 
present moment the subject of a 
strongly-contested substitution case 
before the High Court of Chan- 
cery. The trial has lasted a week 
already, and it is not concluded. 
The parties are Burroughs, Well- 
come & Co., plaintiffs, and Thomp- 
son & Capper, a Liverpool drug- 
store firm of old standing, defend- 
ants. Burroughs, Wellcome & 
Co. registered in 1884 the word 
“Tabloid” as a trademark for com- 
pressed drugs. They now sue de- 
fendants, claiming that the latter, 
when receiving orders for Tab- 
loids, have substituted tablets of 
their own. One important feature 
of the case is-that the substitution 
is purely passive. There is no al- 
legation that Thompson & Capper 
labeled their own products “Tab- 
loids.” What it is claimed that 
they did was to substitute goods 
not made by Burroughs, Wellcome 
& Co. when Tabloids were called 
for in medical prescriptions and 
otherwise. They simply substituted 
their own goods (it is claimed) 
and handed them out without re- 
mark. But this makes no differ- 
ence to the legal aspect. In the 
case of the Carter Medicine Com- 
pany suing a substitutor of Car- 
ter’s Little Liver Pills it was ruled 
by the Court of Chancery that to 
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hand out a substitute in silence, 
when a trademark name is asked 
for, is illegal. 

+ + + 


In defending the present action, 
Thompson & Capper claim first 
that “Tabloid” is a word in gen- 
eral use, and not intended to impiy 
Burroughs, Wellcome & Co.’s pro- 
ducts; and, secondly, that the word 
Tabloids ought never to have been 
registered as a trademark, the 
same being descriptive. If they can 
succeed in either of these conten- 
tions, a business employing 1,200 
persons will be virtually destroyed, 
and a grievous blow will have been 
struck at the advertising com- 
munity. 

* « * 

Messrs. Burroughs, Wellcome & 
Co., represented by the most dis- 
tinguished trademark experts at the 
English bar, opened their case by 
calling, after Mr. Wellcome had 
given his evidence, a galaxy of 
distinguished witnesses, who aver- 
red, one after the other, that when- 
ever the word “Tabloid” is used, 
the products of Burroughs, Well- 
come & Co. are intended to be 
specified. Sir Francis  Laking, 
physician to the King’s Majesty; 
Sir Patrick Manson, the well- 
known mosquito-malaria investiga- 
tor; Sir William Thompson, Sir 
T. R. Fraser, Sir James Crichton 
Browne, Sir R. Douglas Powell, 
and other medical celebrities; Dr. 
Donald Macalister, the present, and 
Prof. Attfield, F.R.S., the late, edi- 
tor of the “British Pharmaco- 
peeia”; Mr. John Morgan Richards, 
the doyen of American importers 
in London and probably the great- 
est living authority on English 
medical advertising; the editors of 
all the trade papers; Mr. George 
Barclay and Mr. Lionel Newbery, 
among numerous other well-known 
wholesale druggists; and several 
other important witnesses, testified 
to the universal acceptance of the 
word ‘Tabloid’ among doctors, men 
of science, and men of commerce 
engaged in the same class of busi- 
ness, as signifying a product of 
Messrs. Burroughs, Wellcome & 
Co. and of no other manufacturer. 

‘ * * 


For the defense, counsel for 

















Thompson & Capper alleged that 
the word “Tabloid” is so univer- 
sally known as to have lost its 
special signification and to have 
become—in the teeth of Burroughs, 
Wellcome & Co.’s registration of 
it as a trademark—free to all; and, 
alternatively, they demand the re- 
moval of the word from the Re- 
gister of Trademarks as improper- 
ly registered, though the correct- 
ness of this registration has not 
been disputed in numerous earlier 
trials. The case is now proceed- 
ing. It will be my duty to report 
the decision of it, when reached, in 
PrinTERS’ INK, and I shall then 
submit some remarks upon the 
case, as affecting the general and 
important interests of advertisers 
as such, all the world over. 
<0 

RETAINING old customers is just 
as important as obtaining new 
ones. 








Mr. SetH Brown, 
Cleveland, O., an able, forcible 
publicity writer, has joined the 
staff of the Mahin Advertising 
Agency, Chicago. 


formerly of 
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“PLANNING the Business Campai 
is a new folder from Edmund Bart ett, 
advertising specialist, 150 Nassau street, 
New York, dealing with special publicity 
for manufacturers and wholesalers. 








Rowell’s American 
Newspaper Direct- 
ory ts accepted as 
standard authority 
on newspaper circu- 
lation in this office. 
—PABST BREW- 
ING CO., Milwau- 
kee, Wis. 














‘is: 


A CONCESSION. 





ea 





Advertising orders received before De- 
cember 30, for specified space or position in 
PRINTERS Ink, to appear for the entire 
year 1904, will be charged for only fifty 
weeks instead of fifty-two, and free inser- 
tions will also be given for as many weeks in 
1903 as remain when the copy is received. 
If the advertiser gets sick of his contract 
and wants to countermand it, he may do so 





he has actually had. 


ene 


at any time, paying only for the insertions 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 33 UNION SQUARE,N.Y. 


READERS OF FPRINTERS INK WILL RECEIVE, FREE OF CHARGES 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MAR. ETHRIDGE. 







They say that there is an old he had never ridden on a railroad 
man up the State whose boast had train and never would. 
been for half a century or so that Some time ago he came urder 


“Sunset Limited” Pte 
“Pacific Coast Limited” 


HOTELS ON WHEELS. 
Pafimas, Tourist Excursion Sleepers. ‘Atlantic to Pacific Withoul Change. 
New Passenger Stoamships Weekly New York and New Orleans. 


For further Information, Free Mustrated Pamphlet, Maps and Tine Tables. Lowew 
Rates. Radiroad, Puliman end Sreamer Tickets. ond Baggage Checkeil. apply tq~ 


L. H,. NUTTING, Gen’! Eastern Passenger. Agent, 
349 Broadway, or 1 Battery Place, New York. 
©. B, CURRIER, Now Eng. Agt., 170 Wask- | B. B. BARKER, Act., 200 Eferane f., 
&., om. Baltimore, M4, 
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the spell of a chance omar of Mr. 
Daniels’ Four Track News, and 
the whole tenor of his existence 
was changed. His relatives now 
applied to the courts to restrain 
him from spending al) the savings 
of a lifetime in riotous railroading. 

This story may be slightly ex- 
aggerated, but it has its moral. 

It is a fact that transportation 
advertising, as now managed, in- 
fluences a tremendous amount of 
travel—brings “new business” 
which would otherwise stay at 
home. 

There are two good kinds of 
transportation publicity—one is 
aimed at those who travel and 
seeks to attract them by dwelling 
upon speed, comforts and conveni- 
ences, and economy. 

There is no use talking scenery 
to a man who is going over the 
route frequently on business. 

The other kind appeals to those 
who have the time and the money 
and ought to get out and exercise 
both themselves and their cash. 

To appeal to this class the ad- 
vertising must be tempting and 
alluring to a degree. 

To make people leave their happy 
homes for you, you must make the 
accommodations, the ease and com- 
fort, the scenery and the points of 
interest all prominent and all 
strong. 

This advertisement of the South- 
ern Pacific doesn’t appear to be 
particularly strong from any point 
of view. The illustration is cer- 
tainly weak, and fails to show up 
clearly, even in a half-page maga- 
zine space. 

Distance does not always lend 
enchantment to the view, and it is 
a mistake to make the picture of a 
steamer half way down the bay. 
Neither does it add to the at- 
tractiveness of a railroad train to 
look at it from the top of a tree. 

The best that can be done with 
an illustration of this character is 
to make it attract attention, and 
No. 2 is betier calculated to do 
that than No. 1. 





Henry Wess, Temple Court, Man- 
hattan, New York, is placing the adver- 
tising of the All Saints Chemical Com- 
any, Childs Building, 34th street, near 

roadway, in dailies and mail order pa- 
pers. 
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THE ART OF WRITING A FINAN- 
CIAL PROSPECTUS. 

Prospectus writing presents difficulties 
of no ordinary character. Assuming that 
you possess the ability to judge between 
the true and the false, assuming that you 
are thoroughly convinced of the bona 
fides of the enterprise, of its large earn- 
ing capacity, of the character and ability 
of its officers, then, the facts that have 
convinced you of these truths will 
convince others, if you can unfold them 
in the same sequence As which you 
yourself were convinced. When a 
prospectus falls into the hands of an 
investor, it must command attention at 
the outset. Your facts, strongly present- 
ed, vividly illustrated, must crowded 
first. Your climax must be reached 
swiftly. Your, reader is in a doubting, 
questionine. sceptical frame of min 

he subject certainly does not amuse 
him, possibly not interest him. Leadin 
premises impressively stated, their tru 
should be insensibly instilled by novel 
presentation of facts. Skillful qocisey 
should create a receptive state of min 
The truth of illustrations admitted, the 
reader should arrive at certain opinions 
of his own accord. The inferences de- 
ducted should be completely in accord 
with the impressions you desire to con- 
vey, leaving the reader fully convinced 
of the absolute truth of all assertions 
made and with a mind stimulated to the 
necessity for instant action. Thus the 
logical steps to be followed in preparing 
& prospectus are (1) To secure attention. 
(2) Arouse interest. (3) Instill convic- 
tion. (4) Stimulate to action.—Busi- 
ness and Finance, New York. 








THE CIRCULATION 


The Batavia News 


Has been climbing upwards during the 
past four months. In August it was 6,- 
357; in September, 6,445; in October, 
6,522, an 


IN NOVETIBER 6,629 A DAY. 


THE NEWS has the largest circulation 
of any daily paper in the United States 
printed in a town of Batavia’s popula- 
tion, and it never adopted any scheme | 
forincreasing circulation. Allsubscrip- | 
tions paid in advance, and all Ba de- 
livered by carrier or mail. TH News 
combines the news features of the city 
daily and the local features of the coun- 
try weekly and agg amare. | covers its 
field. It offers the foreign advertiser 
the advantages of both, at rates propor- 
tioned to circulation. All advertising 
—- negotiated from the home 
office. 


GRISWOLD & McWAIN, 


PUBLISHERS 


“The News” Bidg., Batavia, New York. 
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MISS FIELD’S DEBUT. 

Ocgan. Grove, N. J., Nov. 24, 1903. 
Editor of Printers’ Ink: 

Those of the Little Schoolmaster’s 
readers who visited the late Buffalo Ex- 
position well remember the prodigious 
advertising display made there in vari- 
ous ways _* einz, the Pittsburg pickle 
man. The most fetching feature of all 
this display, perhaps, was the offer of 
$50 for the best four-line couplet cover- 
ing the merits of any one of the famous 


Notice of this offer caught the eye of 
Miss Caroline E. Field, of Asbury Park, 





Miss FIeExp. 


then an advertising student of the Econ- 
omist Training School. With consider- 
able trepidation Miss Field submitted 
her modest effort, knowing full well that 
in doing so she was competing with hun- 
dreds of otners whose experience in ad- 
vertising extended far beyond that ac- 
quired by herself. Her couplet ran: 

In making up your shopping list 

Remember this suggestion: 

Heinz’s India Relish is the best, 
And also aids digestion. 
That is all there was to it. With 
mingled feelings of surprise and gratifi- 
cation Miss Field was shortly thereafter 
to learn that her verse was deemed the 
best of the hundreds sent in, and she 
was made happy with the check for the 
¢ veted fifty—the first money ever paid 
her for writing an advertisement. To 
the ambitious student, however, the 
money was really a secondary considera- 
tion. That her couplet should be con- 
sidered the best, an undoubted tribute 
to her ability, was greater compensation 
to her than many times the value of the 

prize would have been. 

This was Miss Field’s introduction to 
the advertising world. A little later an 
opening presented at the department 
stcre of the Messrs. Steinbach, of As- 
bury Park. Miss Field easily secured 
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the place, heretofore invariably held by 
aman. For over a year she filled the 
position acceptably. She was now the 
adwriter of the largest department store 
in Monmouth County, New Jersey. Her 
excellent work won the commendation 
of her employers. There was a style 
and dash about her compositions that at 
once arrested and held attention, and, 
what was more to the point, undoubted. 
ly influenced trade for the store. 

Miss Field relinquished her position 
with the Messrs. Steinbach some time 
ago, when new blood was infused into 
the store management, and the adver- 
tising came under the charge of a son 
of one of the firm. 

When the Little Schoolmaster was 
mentioned to Miss Field by your rep- ° 
resentative her face lighted up. 

“Oh, yes; I am on intimate terms with 
Printers’ Ink. I consider it very help- 
ful to anyone in the advertising business, 
to anyone who wants to know more 
about advertising. Every number con- 
tains hints and suggestions that must 
prove of value to those who study its in- 
teresting pages.” 

Miss Field holds a diploma in the 
woman’s class of the University of the 
City of New York. She also graduated 
in the Helm’s School of Advertising. 
Although at present disengaged, she has 
no thought of relinquishing the work of 
an adwriter, believing that there is a 
wide field open to the members of her 
sex. Yours truly, 

Joun E. Qutwn, 
Editor Times-Reeord. 


———_ +o 
EUMOROUS ADS BRING RESULTS 
FROM HUMORISTS. 

There is a lot of rank nonsense talked 
about “business is business’”—‘‘no senti- 
ment in business”—and similar stuff— 
but it’s wrong, all wrong. 

There is sentiment in business; there 
és humor in business and—for one long- 
faced, sad-eyed “hard pan’ business 
man who has made an oath he will not 
emile from 9 till 6, you will have no 
difficulty in thinking of a dozen who 
would rather crack a joke than not, so 
long as it doesn’t actually interfere with 
business. 

The man who sees and recognizes the 
point of a bright, clever ad is often 
moved by the subtle influence of the 
telepathy of brains to think of some 
bright little flash of repartee; some clev- 
er point that had escaped even the writ- 
er of the ad. 

His own idea tickles him, he feels 
like dropping a line to those people, to 
let them know that he’s got a bee or two 
left in his bonnet and—forthwith dic- 
tates his inquiry ringing in his little 
> eoaaand Advertising, Detroit, 
Mich. 
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(A Roll of Honor 





Nots.—Advertisements under this caption are 


ie 1903 issue of the American 


accepted from publishers who 
Newspaper Directory, have eee for 


according to 
that edition of the Lo regpe AO detailed circulation statement, duly signed and dated, or 


have Es a similar sta’ 


ment for the 1904 issue of the Directory, now unde re- 


vision and to be issued in April next. Such circulation figures as are mentioned last are 


chagacterten’ by a *. 


'y 
hese are generally poapeted © the | es who believe that an advertiser has a right 


to know what he pays his 
e black res Ay the a 


issue for the year indicated. The light-faced 


am. in brackets denotes the page in the American Newspaper Directory which con- 
tains the details of the publication’s fomnster. No amount of money can purchase a place 


in this list for a paper not entitled to 


Advertisements under this rtd ‘will also be ted fro which the 
American Newspaper Directory accords the sign ( 2). the so-call lot ‘told — denoting 





ts under this classifica- 





superior excellence in qualit on = 
tion, if entitled as above. 


ons to date 


cost 20 cents per line ale & YEARLY contract, $20.80 for a full 
ear, 10 per cent discount i if paid a. wholly in in advance. bes ag as me or correc- 
sho increase jon can be made, 


quarterly 
the ublisher sends 
in accord- 


a statement in detail, properly ‘cigned and dated, coverns the =~ - a period, in 
ance with the rules of the American Newspaper Directory. 


ALABAMA. 
Anniston, "Weekly. 2, Daily overnas pg 
1, 159, Weekly, le 
1902, ely. ‘2.086, GS) 


ret 1, meee . 
Largest daily ~~ ed in Annis- 
ton district. Weekly ion: The Republic, 

ay , Birmingham News. Daily av- 
erage f or} 18,488 (34); first seven om hay 
1903, rit 806s J July, 1903, 1908, 20, 13 : guaranteed. 


am, Ledger. ay. iy. wage fer 1902, 
v. for , 1908, itsee nei 


anigomery, 4 = teed ds aay 10 
oar een weekly 12,841, Sanday 14,625 
ARIZONA. 
rola eg tha 1. 1,880 tis) » x7 


18,008 7 ay 


19" 


Phoenix, Republican. ican. Daily average for 1992 
5,820 (47). “Sieetinemian jal Agency, N. Y. 


Fors Oe Sinise n femme leap 
than a or August, 
September, ¢ Oct one age 


Little Roek, Arkansas Methodist. Geo. Thorn 
h, publisher. Actual average 1902, 10,000. 
CALIFORNIA. 


Morning Republican, daily. Av 
tor 1902, ina, 4,644 oy £. Katz, _E. Katz, Special Agent, N. 
Oakland, Tribune, dail Average for 1902, 
9,952 (75). * Tribune ‘Publishing Company. 
Diegan Sun. Daily average 
for eine ached con. (0). W. H. Porterfield, pub. 
San Fran Kat weekly. Ave 
grec 15,165 (8 ). £. Katz, | Agent, N. 
Franelaco, Bulletin, R. A. Crothers. Av. 
A. 1902, daily 49,159, 59, Sunday 47,802 (80). 
San Franelseo, Call,’ Sall,d’y and 8 J.D. Spreck- 
els. Aver. for 1908, d’y 60,885. vy 71, (80). 
September, 1903, daily 61 elses, Sunday 82,698. 


San J Evening H The Herald 
Co. ivernae for year end. At aS ate, 8,597 (86). 


a... J Morning M Mercury 
lishing Go. A: verage for ibe, 6, 66 (86). 


Py Post, daily. Pringint and +4 
ng Co. Average mp 1908, 82,171 (97). 
= —z | November, 1903, 48,626. Gain, 2,956. 


a CONNECTICUT. 

artford, Times, daily. Ave’ f 1902, 

16,172 (111). Perry Lukens, Lukens, Jr., N. Y. Rep. 
Meriden, Morni Record an Pegptan 

Repubi’n Pub. Co. . av. for ‘008, 7,887 (112). 





Lif Palladium, daily. A 
1902,5,800 Gil). "E. Kate, Spectai Agent, & 


New Haven. Union. Av. f Av. for pe, d@’y 15,881 
Sy 8,825 (ila). E. Katz, Special Agent. N.Y.” 


PPR Lend m, Day, evg. Av. 1 5.196 (108). 
0) ‘onthe 1903 fh 902, 008 &. 260. 


Aug., 750. 

np erwteh Lay ti 089 (iD). os pub- 
lishers. Average for 1 verage 
Jrst six months 1903, 4,996. 

DELAWARE. 

Wilmington, Morning 

lishing Con pubrs. avenge Be tot isan 9486 Cin. 

DISTRICT oF COLUMBIA. 

LL ype — Ss tar, rt Ev. Star News- 
paper Co. Average = for 1902, § 88,748 (© ©) (122). 


1 Tribun weekly. 
104,088 i. Firat siz mos. os ms, 1 i 
& Thompson, Rep. 


FLORIDA. 


Jack fille, Metro) daily. A 1 
1.018 (zs). Average ‘at 6 mi ney yo -. on See.” 


-| Pensacola, Journal nal daily, every every morn ex- 
cept Monday. Average for If fe 2,441 ae 


M rning Tribune. Tribune. > 
ME oy Co. Average for on, b,e0s c: ae). 1 
GEORGIA. 


Atlant Jounal dy. Av. 1902, or,5ee. Semi- 
| (Atlanta, Jom Present a’ average, 89,884. 


Atl Southern Cultivator, ture, 
anhene “sched @ average er 1908, 12S (2). 


Lafayette, Walker Co. Mes N. 
a Napier, Jr., pub. Av. May Soe 1902, 1,590 Mri 


Bolse, Capital IDAHO. 

e' and 

rar Go bub Ar. i ig aie wr. Bae 
ILLINOIS. 

Bf at A ait, Ta he tise 

Daily, average 1902, 398 Gk (* 

ampaign. Ne —— no issue less 


than 
1.108 0 daily and 400 oe 163) jovem- 
ber, 1903, no daily ton Za0a” a 


Chieage, Ad Sense, month Ad Sense 
Co., pubs. Actual a’ average fo for Youn. @t 6,088 (176). 


Chicago, A Journal, weekly. 
Actual average +75 ‘one, me, Foss (167). 


Chieago, Bakers’ ? Belper. monthly. 
Clissold. Average for 1908 4 4,050 (© sam. 
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thes eago, Breeders’ Gazette, stoc' week- 
hy ers Pub. Co. Average - oo 02, 60,052 
(167). ern oo 1908, 6 “—- gt 

Chie 


ago, De 
Actual average ror tat ‘i79). ‘Se ‘or 
eee nine months 190: sas < fo 
» Grain Dealers Jou 
mpany. Av for i902, ew ert (OO) 070). 
> Home /petenten, mo. T. G. Mauritzen. 
Act. av. nga Last 3 mos. 1903, 84,000. 
Chi monthly, D. H. An- 


Age 
—. Fl ae oy ‘oon 14, 166 (i }. Average 


Voi aaa mo. Ave! for 1902, 
aeo4ait (182). For six months 1903, 2 26-16 16 





ago, Monumental News, mo. R. J. cai > 
Av. for year end. — 1902, 2,966 (182). 


Chie: 
gosh 
» othe ional ess Review, mo. Av. 


at 5 291. (183), First 8: p= ho 1903, 6,250. 


Park and Cemete: ry and Lal lain 
mo. Av. for year a he July, 1 2,041 a8 


Average for 1902, 
daily 158,494, Sun Sunday 171.5 itt, 816 (166). 

Chicago, The Operative — monthly. Act- 
ual i for 1902, 5,666 : 


care ar Tribune, daily. Tribune Co. In 1902, 
ya rot 


East St. Louia, Poultry Culture.mo. Poultry 
Culture Pub. Co. Average 1902, 6.875 (192). Av- 
erage first siz months 193, 14,888. 

Evanston, Correct English: How to Use It, mo. 
ay ea tor’ gots ending Oct., 1902, 9,750 (194). 
aaily 2.410, yeckly 1,588 (28). ot Sua on — 

wee Av 
aooctasion delle fer laily for August, 1903, S006. 


Peorta, Star, evenings anc 
sworn average for 1902 


mornin 
‘or 1902, ion, 8 eae (219). . 


Reekford, R ter Gazette. Dy. av. for 1902 
5,654, s.-wy. 7, 52 (223). Shannon, 150 Nassau. 


INDIANA. 

Cosriee. 4 eal Se 8. Courier Co., 
rr 11,218 Susra 03, 12,- 
18, Smith & Thompeon, Sp. f $. RepeNY. Chicago. 


Evansville, Journal-News. Av. for 1902, d’ yf 
11,910, S'y 11,508 (244). E. Katz, Sp. Agt.,N 


mn, Cooking Club, ‘Club, monthly. Average for 
1902, aes Bor Seba A ‘persisten t medium, as 
housewives keep every issue for daily reference. 


Indiana lis, News, Hilton U. Brown, gen. 
mer. ee Pe sales—62,188 88 (250, 


Lafayette, Morning fg daily. Actual 
average 1902, 8,002 (254 (254); November, 1903, 4,481. 


PR Lanter. Gof - daily, WBLW Sa ye =. 
ctual uverage for mee, 257). For mon 
ending October 3/, 1908, 5,461 3,75 


Munele, Star, d ‘and 8*y._ S'y. r Pub. Co. 
ending Feb. 1903, d’y 21,468, Sy 16,585. eo.. 


Notre Dame, The Ave Maria, Yo-yo panty 
magazine. Average for 1902, tor 1902, OE 


Bvanevais 


Prineeton, Clarion-News, ¢ nm Pub- 
lishing Co. Average for 1902, for 908, 1, 20 aan (264), 

Richmond Evening Item. Item. = dy. av. for 
1902, 8,124 Same for August, 1908, 8 


md, Tribune. Sv Sworn aides erage 


1902, oa ben < (267). Sworn av. Sor Nov., 6,808, 
IOWA. : 
Arlington, News. Ali hom 


rit weekly. W. 
1902, 1,400 (282 


F. Lake, pub. Average for 1 





Burlington, Gazette, bene Thos. Biivers, 
pub. Average first nine'mont 1903, is 


Burlington, Hawk-Eye, daily. J. L. Waite. 
Av. for 1902, 6,818 (285). June 30, 1903, ?, 018. 


Clinton, Advertiser, daily. Pog Bros., pub- 
lishers. dade foulation’ te age ron ¢ a ~-eaapdimians 


grate: 

rt, Times. Dy. av. 1902 6,882, s.- 
1,BST Ee Dee nee Ondo itn Sewee le, 
guar. more than double of uble of any Davenport daily. 


Des Moines, Capital, daily. ette Young, 
ae. Acti average for 1902, 24,01 
208). Average for October, 1903, 81,588. 


Des Moines. © ‘osmopolitan Osteopath, munth- 
ly. Still Coilege. Average f for 1902, 9,666 (294). 


Des Moines, News, daily. Aver. 1902, 87.118 
(298), First 9 mos. 1903, aver., sworn, 41,871 net. 


Des Moines, Spirit of the West, wy. Horses 
and live stock. Average for for 1902, 6.095 9 


Des Moines, Wallace's Farmer, 1879. 
Actual average January, 1903, 80,60 ‘aoa. 

Dubuque, Catholic Tribune, weekly. Catholic 
Printing Co., pubs. Actual average 1902, 4,801. 

Museatine, Journal, dy. av. 1902 o6.c8 Erwy. 


2,711 (315). Dy. av. ‘st 6 months 1903 4,1 


Ottumwa, Courier. Dy. av. Dy. av. 02 4,491, s.-wy.6,- 
984 (319). st 6 mos. 1903, 1908, dy. 4 Pats 8.-wy. 7,291. 


Sheldon, Sun, d’y wily. Carson. 
Average for 1902, dy. ds, we 2.cat (323). 


Shenandoah, Sentinal, tri-weekly. Sentinel 
Publishing Co. Average for tor 1 1902, 8,681 (3823). 


Sioux City, Jow v. for first 
of. 1903 (sworn) row 3 ras. for ig Aug. 19,608. 


ways 
its big, virgin 1902 average 16.968 (S24). 
KANSAS. 

Atehison, Globe. daily. Howe. (334). 
Offers to prove 5,200 nas eadien Sor 1903, 
or receipt any advertising bil bill. 

Girard, Appeal to 3 Reason, weekly. J. A. Way- 
land. Aversge for 1902, 195,809 ( 

1902, no issue less than 1, 


ska, Western School Journal, educational 


Hutchinson, News, d’y and w’ Wy, durt 
= 0 (su6). EZ. Rate, ed 


alll ly. Average for 1902, 8,116 (362). 
Wiehita, d’y and w’y. Av. 1902, d’y 16,- 
781, w’y 6,67: itd Beckwith, N. Y. & Chicago. 


KENTUCKY. 
pa rt, Breckenrid, ty oun J. 
Babbare. Average for 196 for 102, 2, - 


Leader. Av. ler. Av. for 1902, d’y 8, ig 
we Ge 6, Sy 4,008 (873). Z. Katz, 8. A., N. ¥ 


Loutevilte, Evening Post, or. Eveni 
Co., pubs. ctual average fo for 902, 26,89. Gro 


Padueah, Sun. daily. 81 Sun B Publishing Co 
Daily average for November, 1903, 2,289. 


LOUISIANA. 
New Orleans, Item, daily. R. M. Denholme, 
publisher. Ar N ber, 1903, 16,847. 
Official journ 


lovem 
New Orleans. 
Orleans a its an examina 
records and ci; ion books 
American Advertisers. 


New Orleans, Louisiana eee se and 8 
Mfr, wy. In 1902 no issue less tha: (a), 


me Southern Rock, official = of Elkaom 
Louisiana and Mississippi. Av. 02, 2,866 (388). 


New 
of 
by Association of 
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MAINE. Jackson, Citizen, daily. ODeunall, 
aagnrta Comfort 3% Faden Pe: | Ere for rt is mont ina SB sae 


Augusta, Kennebec Jour Journ: al, d’y and w’y. 
Average d’y, 1902, 4,719, w’y 2,188 (391). 


ngor, Commercial. Average for 1902, daily 
Patt weekly 29,012 (392). 


Lewiston, Evening Journal, daily. Ave 
for 1902, 6,640 (@@), weekly 15.255 (@@) Go. 


Phillips, Maine Woods, w alo wn. J. W. Brack- 
ett. Average for 1902, 5,4 


Portland, Evening Express Avevems for 1902, 
daily 11,181, Sunday Telegram 7,666 (397). 


MARYLAND. 

Baltimore, News, daily. Evening News Pub- 
lishing Co. Avera mee 1902, 41,588 (402), For No 
vember, 1908, 46,9 

MASSACHUSETTS. 


Boston, Evening Transcript ((}©) (412) Boston’s 
. i = aw bm 





tea table paper. rgest amoun: 0, 
Boston, Globe, ave: for 1903: 
Daily, 196,579; Sunday, 273,296 (412-413). 
First 14 mos, 1903, dy. 195,89 2, Sy. pot BSS. 
~ ted peek in New England. 
Adverti: in morning and 
editions for one price, 
Boston, New England Ly: Ine, monthly. 
America ro., pubs. _Average 1 21.580 420). 
. oston, Pilot, every Saturday. Roman Catho- 
ue Jas. — Roche, editor. (@©©@) 
Boston, Post, dy. Ave aioe ees, Pig 3 i 
(is ‘Av. oy Oct., 1903, dy. 185,804. 172,- 
6. Largest 


p.m, or a. m. ale ie New 2 ngland. 


Boston, Traveler. John H. Fahey. Established 
18%. Actual dail 5 1005, 86,40 ise 78,852 (413). 
For first six mon 


East Northfield. Record | Record of Christian Work 
mo. Av.for yr. end’ i'g March March, 1903, 20,541 ase. 


Daily Times. Times. Average for 1902, 
"iret seven months 1903, 6,629. 


Pub- 


Gloucester, 
6,247 (427). 


Lawrence, Telegram, daily 
ishing Co. Average for 19vz, for 1902, %,r01 c 


juvenile. 8. E. 


Salem, Little Folks, mo d 
1902, 73,850 (434), 


Cassino. Average for 1902, 7 

Springfield Good Housel House! keeping, mo. Avg. 
for 1902 108,666 (436). For year end. Dec., 
1903, 185,992. advertisements sto guaranteed. 


Springecis. Republican (435). Aver. 1902, d 
15,406 (@©), Sunday 18,988 (©), wy. 4,177. 


Woreester. Evening Post, daily. Worcester 
Post Co. Average for 1902, 10,55 ‘(@9. 


Worcester, L’Opinion Publique, French, dy. 
Act av. Sept.’ 1903, 246 (>); Oot,, 5,070 (9. 


MICHIGAN. 
Adri , Telegram, D.W.Grandon. Av. for 
1902, 1,270 (440). 0. firat 9 mtha. tn 1903, 8,650, 


oit, Free Press. Ave Average for 1902, daily 
as $68, Sunday 51,260 (450). 


Detroit, Times, daily. Detroit TimesCo. Av- 
erage for 1902, 27,65 (450). (450). 
1908, ane 


Grand Ra oxide, Evening Evening Press, @ 

for 1902, 88,2 5). First 6 First 8 mos., 
Grand Rapid "Herald. | 

Conger. Average for 1902, 20, $0,156 cc 

morning and only Sunday paper in its 





Jaekson, Press and Patriot. Daily average 
1902, 5,082 (461); Sor Novemb November, 1908, 6041. 


Tel ‘ 
rere ane To Oot tee, graph. ein, ds bya, ents BALL. 


m naw, Eve ig News, d daily. Ave for 
848 (473). lovember, 1903, daily 12,908, 
Pear Advertiser, week weekly. H. T. Johnson. 


No issue in 1902 less than 2, (474). 
MINNESOTA. 


my 3 rage 1008, 68,B08 (ant) der. 
ly. Actual ave: « Act- 
ual average July-October, 1908, 74,888. 


wrinneapelis, Farmers’ Tri Tribun 
W. J. Murphy, pub. Av. for _Av. for 1902, 


ee nnnen lis, Journal, dai dai 
ng Co. For 1902, 54,628 (495 


Minneapolis, N . W. Agrict iculturist, s.-mo. Feb., 
"03, 78,168 ( (498). 75, guard. 35e. agate line. 


Northwestern Miller, weekly. Miller Publish- 
ing Co. Average for or 1902, 4, § 4,200 (© ©) (497). 


e, twice-a-w 
02, 74,714 wo. 


Journal Print- 


.<_— lis, Svenska An Amerikanska Posten. 
. J. Turnblad, pub. 1902, ee (497). 

Minneapolis Tribune. b. 

Ave for 1 “day, eacere (a D; Bun: 

day, 56,850. goonshe to Nov. 4 1903: 

Baily 78,061, Sunday’ 60 0,598. | Est. 1367. 

ey 18. Sunday 

fovember, 68, tea Daily ave 


rage por ovens 
meerage Minneapolis aot listed in Rowell’s 
American Directory 
_ publi over 
od pnd to 
date in ROLL oF HOoNok, or 
where. bune is one of the the 


nine American newspa) the 
circulation 9, abeolutely 





its ctr 


qua: 
Newspaper Direct: Advertisements both 

morning and cvening edition editions for one prt ad a} 
a Paul, Dispatch, dy. . da Aver. 1902, 49,052 
Present aver. 58, isi. ST. PAUL'S LEAD- 

A NEWSPAPER. - 
St. Paul, Globe, 3 daily. Globe Co., wi 
22,825 ( First 9 


Actual average for 1 
mos. 1903, $1,529. 


St. Paul, News, dy. Aver. 1902, 80,619 
First 9 mos. iy he average 84, 0: O81 net ‘aa 


Paul, Pioneer-Press. 
1908 B4hist, Sunday 80,986 (506). 
St. Paul, The Pormer. a &-mo. Est. 1882. 
Sub. Prof. og ‘Act. av. year end. 
Feb., 03, 67,875 (607). ict present av. 80,000. 


St. Paul, The Jolly Elk, mo. a. 1902, 91 
507). Last six months 1903, sworn t MEW ha 


Wino bli can and Herald, daily. Aver- 
age 1902, "3.20 (512). Av. past 6 months, 4,109. 


Westlicher Herold. Av. 1 22,688; Sonntags 
Winona, 28,808; Volksbl. des Westens, 28,826, . 


Daily average for 


_ 





MISSISSIPPI. 
Vieksbi American, daily. Int issue 
less than 1, (622). In 1903, 1,900 copter: 
MISSOURI. 
J > . Globe, daily. A for) 
ai son n. pay , dally al Agent, Neve Y ‘or Le 9,414 
. Journal, dy ard . Average 
ton i908, ds “ally 6 876, w ieLiod (541). 
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ity: p88 OW. ok Implement Trade J’rn’l. 
Pr. aus, 02 187 Av. 5 mos. 03, 9,895. 
ansas City, World. orld, daily. Aver, wo 62.- 
ote. (642), First 9 mos. 1903, aver., sworn, 61,452. 


Mexieo, American Farm and Orchard, agric. 


and hortic., mo. Actual average for 1902, 4,888 
(549). Actual aver, May, fay, June, ly, 1903, post 


St. Joseph, Medical Herald, ry eee 
Herald Co, Average for 1902, 7,475 (657). 

St. Joseph, 300 8. 7th St,. Western Fruit Grow- 
er,m/’ly. Aver. for 1902, 28,287 (557). Rate s5e. 
per line. Circulation 80,000 copies guarant’d, 

St. Leet, Medical Brief,mo. J. J. Lawrence, 
A.M.,M.D., ed. and — Av. for 1902, $8,058 (563). 


National Farmer and Stock Grower, mo. 
mos. end. Oct., ’03 105,500. 1902, 68,588 Gas). 


St. Louis, The Woman’s yoman’s M ne, monthly. 
age for 1902, 905,888. Actual pro erage 
age for 5 wen average 
phe A rst 9 mos, in 1903, 1,115,776 Commencin 

Oct., 1903, every ‘issue poe ppg pars to prance | 

00 060 copies full count. Largest circula- 

How of any ication in the 7m, 


MONTANA. 
Anaconda, Standard. Deay gremage for 1902 
11,204 (572). MONTANA’S BEST NEWSPAPER. 
pate Inter-Mountain, daily. Inter-Mountain 
-ublishing Co. avenge Sor for 1902, 10,101 (673). 
Helena, Reseed, on Record Publishing 
on 7.9 


Co. Ave for 1 ‘4 (574). Average Jan- 
uary ist to May 3/st, 1903, 10,209. 


NEBRASKA. 
Lincoln, Deutsch-Amerikan Farmer, week] 
(590). Av. for year end. end, April 30, 1903, 144,554, 


Limeeoln, Freie Presse, Tease, week (59%). Average 
Sor year ending April 30, 1903, 554. 


Lineoln, Nebraska Teacher, monthly. Towne 
& Crabtree, pub. Average for 1902, 5,100. 


Lincoln, Western Medical Review, mo. Av. yr. 
endg. May, 1903,1,800. In 1902, 1,660 (591). 


maha, Den Danske Pioneer. wy. Reps 
Noble Pub. Co. Average for 1902, 28,47 ot 


Omaha, News, daily. Aver. for 1902, Blah 
(504). First 9 mos. 1903, sworn aver. 40, 


NEW HAMPSHIRE. 


Franklin Falla, Journal-Transcript, weekly. 
Towne & Robie. In 1902, no iss no issue less than 8,400, 


rer ws, daily. Herb. N. Davison. 
Average for ! 
Leith & Mitral Y. Rep., 150 Nassau St. 


NEW J BRSEY. 
Asbury Park, Press dy. J. L. Kinmonth, Nor 
Act. av. year end, July 34, 03, 8,702. In’ 8,556. 
Camden, Dail 


Courier. Est. 1876. Net aver- 
age circulation Jor year end. end. Oct., 03, 6,885 (%). 


a. Bey ® Times. Sworn aver, 1902, 
8,885 (616). 908, 4,288. 


r. Times, weekly. 8S. P. Foster. 
tor 150s, 2,085, (616). 


Hobok Observer, dail Actual average 
1902, 15,097 (619); Sept, 1908, 1003, 22,751. 


gt ee Journal, dy. Average 





Manchester. 





Average 


ton isos, 17,582 (619). ‘sté mos. 1903, 18,407, 


Jersey City, Sunshine, mo W. Floridy. 
aver. Be ee tating on, 103, $4,500 (426). 








Newark, Evening News. Even News Pub, 
Co. Av. for 1902, dy. 50,406, By. 15,915 (621). 


Newmarket, Advertisers’ Guide,mo. Stanley 
Day, publisher. Average for for 1902, 5,041 (623). 


Red Bank, Register, weekly. Est. a John 
H. Cook. Actual average 1902, 2,857 (626 


NEW YORK. 


Albany, Journal, evening. 
three nonthe to October Fe = 17,52 


pieens. Times-Union, ever ev evening. aa 
1856. Average for 1902, 25,294 (635). 


peg ramten. Evening Herald, daily. Evening 
Average for 190: for 1902, 10,891 (638). 


Be Goaster. ah Enquirer, even- 
w. ers. Average for 1902, morn- 
3 48,81 8, r—-—* 80,401 (641). 


Buffalo, Evening News. Dy. av. pe. 74,284 
Smith & Thompson, mpeon, Rep., N. Y. & Chicago. 


rning. Evening Leader, Leader, daily. some for 
102 24, 064 (647). September, 1903, 5,955 


Cortland, Democrat, week weekly. F. C. Parsons. 
Actual average for 1902, 2,228 (647). 


Elmira, o, Eve Star. Av. for 1902, 8,255 (651). 
Guaranteed anor armones linvestigation. 
Leith & Stuart, N. Y. Rep., 150 Nassau St. 
Ithaca, News, 14 Ithaca Publishing (o. 
Average for 1902, 8,116 (658). Av. for Sept., 1903, 
4,500. Leith @ S/uart, N.Y. kep. 150 Nassau St. 


eeeanite aan News, dy. Av. ~ Av. for 1902.4, 257 (666). 
Guarant vit or personal investigation. 


a. mop City. 


wal Co. ‘ats 


(641). 


American Engineer, my. R. M. Van Arsdale, 
pub. Av. 1902, $8,816 (681). wn 40 mos, '03, 8,745. 
American Machinist, w’ ne construc. 
(Also European ed.) Av. 1 Ta bes (oe) (670). 


Amerikanische Schweizer Zeitung, w aoe 
Pub. Co.,62Trinity pl. Av. for 1902, 15,000 (671) 


Autemstie Magazine, month , Sane 
Press. Average for 1902 "1902 ' 8, 750 (68 


Baker’s Review, monthly. W.R.G ry Co., 
publishers. Average for 1902, 8,088 ( . Aver- 
age for first six months end. ‘aly 34, 1903, 4,416, 


Benziger’s Magazine, family monthly. —_ 
ziger Bros. Average for 1902 for 192, 28,479 ( 


ly. Caterer 7. Co, ae 
lass Rest. verage for year 
naw, 1902, 5,888 (687). . 


Cheerful Moments, monthr: iy. Geo W. Willis 
Publishing Co. Average for for 1902, 208,888 (687). 


Clipper. weekly. Frank Q k Pub. Co., Ltd. 
Average for 1902, 26,844 ( Coe: (673). 

Fe fashion mo. Butterick o>. Co., 
1872. Av. 1902, 721,909 (688). ae. 
Seu = 6 months ending June, 1903, Sre-O8t. 


ry Goods, month! ren b- 
tame, Actual a poy Sor 1903, tees fag 


El Comercio, mo. Spanish J. 
ard Clark Co. ‘Average f for 1902, at5 (689). 


Electrical Review, weekly. Electrical 
Pub, Co. Average for 1902, or iW, 6,213 (oo) Pg 


Elite 8 Purely fashion. Actual 
average for 1903, 62,125 ( 125 (+). 

powies and Mining Journal, weekly. 
’ erage 1902, 10,0 9, (© ©) (674). 


Forward Forward Association. Aver- 
age for 1908, 81 $1. F089 (oer). 


Caterer. Gonthly. 
Clubs, and 
ending with 


Shep- 


les, monthly. Pure 


Est. 
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Frank Leslie’s Popular Houthiy Frank jostle 
Publishing ~ ay ual ay. for 1902, so 
(690). , edition, 258,6 50 copies. 


Hardware, nataamaine Average for 1902, 
8,802 (683); first half 1903, 9,862. 


Morning 2 ym ay aph, dail: daily. Daily ae Felegragh 
Co,, pubs. ‘or 1902, » for 1902, 28, 228 


Music Trade eae youste gate and art week- 
ly. Aver. for 1902, 5,452 6 77). 


New Thought ngasinn, moved to New York 
City. Average ending January, Ly’ 29,289 
(183). Average ending December, , 104,977, 
sworn. The only medium for New Thow ought people. 

Pharmaceutical Era, weekly, pharmacy: 
Haynes & Co., pubs., 8 8 Spruce street. 


(OO) (er). 

A -—~ List of Railroad Off Officials, ql 4 Railr’ds 

& Transp. Av. 02, 17,696 (702) ; av. 03, 17,992. 

Police Chronicle, weekiy. Police Chronicle 
Pub. Co. Average Toy 1902, &. 1902, 8,650 (679). 


Printers’ aah, iL, = A ‘~— for advertis- 
ers, $5.00 pe: Rowell. Est. 1888. 
Average tor rf 18,987 (679) ‘ev. 


Railroad Gazette, ~ railroad and engineering 
weekly. 83 Fulton street. Est. 1856. (@@) (680). 


The Central Station, monthly. H.C. Cushing, 
Jr. Av. for year ending ding May, 1902, 3,488 (687). 


NORTH DAKOTA. 
Grand Forks, Normanden, weekly. Norman- 
den Pub. Co. Average for 19 1908, 4,889 (744). 


Herald, ay. Jy for 02, 4,75 4,759 (744). Actual a 
i Ana orth Dakota's BIGGEST 
; eo Coste Maxwell, N. Y. Rep. 


OHIO. 

Akron, Beacon Journal. Daily y arate 1902, 
7,869 (750). Year ending Sept. 30, 1903, 8,065. 

Ashtabula, Amerikan Sanoma:’ 

wards. Average for 1902, 8,558 ( 


Cineinnati, Enquirer. Established 1842. aby 
(©), Sunday (© ©) (761). Beckwith, New York. 


Cactanetl, Mixer and Server, mentee. Agtant 
aveniee Te A 7 18,088 (764 

mont actual aver. 42,591. 

Hotel and oF gest ove Employees’ 


7 Aug.Ed- 


t. Alliance 





and Bartenders’ Int. Tanta —o WATCH 
Us GROW. v 
Clnstngatt, Phonographic 


onog. Institute Co. Av. ror 190, "fo: 10% (es). 


Cincinnati, Trade Revi Review, m’y. Highlands & 
Highlands. Av. for 1902, 2,584 (765). 


Pg wy LY ye dy. Cincinnati Times- 
tar Pub. aver. Yor 1902, 148.916 C8), 
yr aver. Seale six months 1903, 14%, 


The Iron Age, weekly, est established 1855 (©@)| Cleveland, Current Anecdotes (Preachers 
(676). more than a eration the lead- 
Ie 0 jublication hy ay by = i inary Mag.), mo. Av. year end. r end. Sept., 1908, aggians mn). 
and metal trades. posiumbus, Press, daily, democrati 
Printers’ Ink awarded a sterli: ee. Sugar 
noe ay yoy - as follow 08 jugar | Printing Co. Actual av. for av. be 1902, Sa 080 ano 
Ps ‘vember 20 1901, Columbus, Sales Agent, m E. L. Moon, 
‘by Printers’ Ink, the Little} publisher. Average fo wt y+ 4 71). : 


“ Schoolmaster in the Art of 





‘hat 
ling over 
“a iod of ten months, ha 

“ ing been the one trade paper in the 
“* United of America that, all in all. 
“ renders its constituency service and bes: 
“* serves its purpose oo= a medium fe 
* ion @ with a specified class. 


The New York Tim ony. Adoiph 8. Ochs, 
publisher, 1902 A a, aa 
Toilettes, fashion, ar Max Jagerhuber, 
publisher. Actual a average for 1903, 61,800 (2). 
Magazine ine. Gaylord Wilshire, ed., 
123 EF. 23d St. Act. av. “ending Sept., 1902, 46, ‘000 
(1088). Actual av. Sirst eight 1 eight mos.. 1903. 100,625. 


and Comment. . mo. Law. 
oF un eer so 000 (iis): 4 yea 4 years’ average, 60,186. 


py - ton 10h, Gasetee daily ‘A 5 jor the the 
vi ‘or are ‘or 
month of August, 1903, 18,01 18,011. - 


Syracu woeune, Ly —y # g Herald, daily. Herald Co. 
pub. Aver. for 1902, dy. dy. 88,118, Sunday 29,009. 


Utiea, Ni ‘Electrical Contractor, mo. 
Average Ran 1908, 2,298 (7 (723). 


Utiea, Prose, daily. Otto Otto A. Meyer, publisher. 
average for 1902, 18,618 (723). 

Warsaw, Western New Yorker, weekly. Levi 
A. Cass, publisher. Average for 1902, 8,4 8 (72). 


Wellsvill Reporter. Re Reporter . 
pub. a. for 1902 dy. 1,044. 8.-wy 24d cm) (7%). 


Whitehall, Sorontcio, wenn Inglee & Tefft. 
Average for 1902, 4,182 
NORTH CAROLINA 


Ral Biblical Recorder, weekiy. Average 
190, 1 abe. Six months 1903, 8,691. ~ 








Dayton, Been] News Pub. Co. Av 
for 1901 16,520 ( Eleven mos., 1903, 16,41 


Laneaster, Fairfield Co. Re Co, Republican. In Ax. 
ust, ’02, no issue less than 1, s than 1,6: for 2 years ( 


Sastngteié, Ve Farm and Fi mond Fireside, agricultural, 
Actual average 


oa, for 1902, 
811,220 (800). etwal average for first siz 
months, 1903, 840,875. 


ik eld, Woman’s Home 
howeh f monthly, out. 378. MS aay | av. 
5. 4 re average fi 

» 


Toledo, Medical and Su 
Actual average 1902, 10,918 @ ton). 


Toronto, Tribune, weekly. Frank Stokes, pub- 
lisher. In 1902, no issue less than 1,250 (802). 


CELANOMA. 
Guthrie, Oklahoma Farmer, wy aver. 
1902, 22,178 (813). Year end. Tunes0, 03, oP. 198. 


Guthrie, Oklahoma State Capital, dy. and 


far for ia, 


ical Reporter, mo. 


oa 





Average for 1902, dy. 18,806. wy. 21.222 ». 
Year ending July 7, 08, dy. 19,868; wy. 28,119. 
OREGON. 


Astoria, Lannetar. C.C.C.Rosenberg. Finnish, 
weekly. Average 1902, 02, 1,898 (820). 


land, E 
suornon ae mo.) 47,828. In te, 16,866 (ab. 


Portland, Pacific Miner, semi 
ending Sept., 1902, 8,808; first 8 mes. ‘1908, Audis. 
PENNSYLVANIA. 
“J erican Tourist, q 
20 20 (878). $18). This paper seas former: 


t sbu' is now continued 
Frsbibude Mescrp att cebntieares 
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A Roll of Honor— continues. 





SognatiorHie, "the" Courter 


. Actual av. for 


1908, 8.165 (638). The “ Courter a daily issue 





Times, daily. Average for mm, 16 645 
ask Katz, Speciat Agent, New York. ° 


Harris hoe pb. eraph, dy 
oi" ete ory z. He tame issue tor year 
end, July, ’03, See. yt iM ey 03, 10, $1. 


Philadelphia, American Medicine, wy. Av. 

for 1902, 19,827 (865). Av. March, 1903, 16.827. 
PaRadeiphie, Camera, monthl: ny Frank VY. 

Chambers. Average for 1902, for 1902, 6,748 (871). 


Philadelp phia, Farm Jour Journal, monthly. Wil- 
mer Atkinson Company, publishers. verage 
Sor 1903, ters’ Ink awarded 
the seventh Sugar Bowl So Laem Journal win this 


« panarded Ini’ Tne “Tatele 
n 

“* Schoolmaster 

° ——. 

* Journal. 

“of pate By extending over a 


Those published tn the eoeieeioeries son 
pronounced the 


“as an educat pod a nd 
lation, and asan effective tn economt- 
of with them, 
« co it a eertising cots columns.” 


paniodcizhte. Grocery Ww World, wy. Groce 
Av. for 1902, 9. aes (867). Average ‘rst 
ous pA , 70. 


Pt yy Press. Av. Av. ci 

daily. Net average for Oct., 1008, "t07,.4 3 CR, 
a pabeteigh a, Public Led kee er, daily. Adolph 
Publisher. (@@) (i 
* Phlladetph Reformed Church Messe 
w’y. 1306 Arch st. Average for 1902, 8,574 (: . 
Philadelphia, panda, School Times, ian 6 


ray _ 10 5 (869). Average to J 
4, 1903, 108,057. Religious P Press Asso., Phila.” 


The Philadelphia 
Bulletin’s Circulation 


enn Seltowins | statement ows the actual cir- 
culation of THE BULLETIN for each day in the 
month of November, 1903 : 














Seeded 





wt for or & pe 824.712 
Poi 42 copies. 


159,988 bopies her day 


mu. L. McLEan, Publisher. 
pape mm... 3 3, 1993. 
goes daily into more Philadel- 


bh 4 
phia omes than other medium. 
THE BULLETIN has has by many thousands the 





est local circulation of any Philadelphia news- 
paper. 








Pittebu 
67,842 (875). 


Pittebu Gazette, d’y and Sun. Aver. d’y 
1902, 60,22 (876). ). Sworn stat tem’t on application, 


on ee: Labor World, % World, wy. Av. "02, 16.08% 
(877). Reaches best ns n U.S. 


Ronan Wm. H. Seif, pres. 
Average for toon, BOBTL “Yize), Average first six 


months 1903, 64,871. 


Scranton, Times, every evening. 
Lynett. Average for 1902, 19,917 ( 


Warren, Forenings Vannen, Swedish, mo. 
Av. 1902, 1,541 (889). . Circuiates Pa., N. Y.and 0. 


Washington, Reporter, porter, daily. John a8 gue. 
art, gen. mgr. Average for 1902, i 


mC Chester, Local News, w. 
odgson. Average for 1902, for 1902, 15,080. 890). 


York, — yy" ant sont gt 
. Average for verage for 
November, 1903, 8,878. 


RHODE ISLAND. 
Providence, Daly 50 ournal, 15,975 (@©) (8%), 
Sunday 18,281 (@©). Evening Bulletin sie 
581, average 1902. Vidence Joareal Co. +» pubs. 


SOUTH CAROLINA. 
Anderson, People’s ay oy weekly. G.P. 
Browne. Aver. 1902, no issue less than 1,700 (899). 


Columba, State, Po iy drerage for 
averame or 1y average for 
way pate ty 1903, 6,661 copies. 


SOUTH DAKOTA. 

Sioux Falls, — Leader. Tomlinson & Day, 
publishers. Actual daily anereee for 1902, 5,819 
(915). Sworn average for ‘August, 1903, 9,487. 


TERRESCER, 
Chattanooga, South Fruit Grower, mo. 
Actual average 1902, 11, ‘204 920). Sot, 9 cents 
per line. Average Sor Septen r Septem , 1903, 15,156. 


Gallatin, Semi-weeki pope, In 1902 no issue 
less than 1,850 (923). rst 6 mos. 1903, 1,425. 


Knoxville, Sentinel, daily. Ave 1902, 
7,701 (925). Average ge October, 1903, 10,716. 


Memphis, Commercial Ap i Appeal. ¢ , Sunday 
one wi ep ee ena. ly 27. 06, Sun- 
day 64,910, week! a'sis (O21)._ First 9 mos. 
1903, dy. 28,445, Sy 87,218, wy. 76,928. 
Nashville. 
6,0 


Banner, daily. Av. for year satan 
Feb., 1908, 16,078 (089). dv. for Oct., 1908 20. 
25. Oniy Nash ashotlle a yeligible to Roll of 


Nashville, Christian Advocate AY din. Bigham 
&Smith. Average for 1902, 14,241 


Naakville, Progressive Teacher and Southw’n 
School Journal,mo. Av. for 1902, 8,400 (930). 


TEXAS. 
Dallas, Retail Grocerand Butcher, mo. Julian 
Capers, publisher. Average for 1902, 1,000 (044). 


Denton. Denton Co. Record and Chronicle, 
“2 W. C. Edwards. Av. for 1902, 2,244 (045). 


‘aso, Herald, ie Average for 1902, 

8.245 ( (946), J. P. Smart, Direct tive, 

150 Nassau St., New York. In the test tseue of 

the American wer Directory the circu- 

are rated. | No one. pa: of El Paso, Texas, 

are the accuracy of the 

no g, but. it has recently been ap- 

es 4 “Times” rating is fraudulent.— 

INTERS? INK, Tuly | 22, 1903, 

La P Chronicle, weekly. G. La Kepple, 

publisher. "Average tor 1908, for 1902, 1,229 (954 


Paria, Advocate, dy. W.N. Furey, pub. 1902 
no issue less than 1.150 (959) ; May, 1903, Pest. 


» ChrentsleStagmagh. Aver., 1902, 





PR 


_ Baw. J. 





a. 
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(A Roll of Honor-—continued, 





i — 
Ogden, Standard. Wm. ingemen, pe. 
for 1902, daily 4,028, semi- ha « 8,081 O70) 
VERMONT. 


Barre, Times, dail Fe E. Fey Aver. 1902, 
2,854 (914). First 203 8,588. 


VIRGINIA. 
Norfolk, Dispatch, daily. Daily average for 
10025, 098 (985). -dug., 103, 8,494. 

WASHINGTON. 
okane, Saturday tor, weekly. Frank 
 -- Average for Ae , 5,886 (999). 
Tacoma, Daily News, dy. Av.’02, 18,659 (1000). 
Av. 9 mos, 1908,14,014. Saturday issue, 17,222. 
r. Dy. av. 1902, 10,986; 8y., 


a, Ledge: 
14,1087 vay, 7,414 by ts 3 = oe a 
B00} | ~2. 3 Wy., Bs 
KC-Beoklth, rep bu ..N.¥.& Chicago. 
WEST "VIRGINIA. 
wee ood, Preston Co. Journal, wy. 
Whetsell. Av. for 192 1,507, 1089 mee. 03 1, Tis. 
Parkersburg, Sentinel, daily. R.G. Hornor, 
pub. Average for 1902, 902, 2,804 ( 009). 


Wheeling, News, d ay and | S’y. News Pub. Co. 
Av>rage for 1902, a’y 8,026, S’y 8,805 (1011). 


SS, 


Madison, Ame mab, merika Pub. 
Average for 1902 ‘or 1902, aoe me 


lishing Co. 

Milwaukee, Badger, mor r, month! ib. 
Co. Aver. for eas March, 8, sb. (10s); 
since October, 00. Kate, 30c. a line. 


Milwaukee, oe Wisconsin, daily. 


Evg 
Wisconsin Co. Av. for 1902, 20,748 @o) (103d). 
Milwaukee, Journal, daily. Journal Co., 
Av. end. Feb., 1903, 29,425 (029). Oct., 84, 4. 
Oshkosh, Northwestern, daily. Av. for 1908, 
5,902 (1036). First 4mos 1903, 6,270. 





Racine, 3 Journal. Journal Prin Co. 
Average six sto Fay sing 


4, 1903, 8,706. 

Raeine, Wisconsi sin Agriculturist, weekly. 

| aaa tor we 27, B15 (1089). For year ended 
October 3/, 1903, $1, 969. 


weekly. pes Publishing Co. 
aa for ‘orien 8, 588 (1044 


Sarees COLUMBIA. 
Va er, Province, daily. C. Nichol, 
publisher. “‘Average for 190%, for i 1902, Post (1051). 
Victoria, Colonist, daily. daily. Colonist P. & P. Co. 
Average for 1902, 8,574 (1051). 


MANITOBA, CAN. 
Winnipeg, Der Nordwesten, German way: 
Average for 1902, 8,161, 4st Spree 1908, 9,1 
Win mpeg, res 
erage for 1902 
(1064). Daily, N 


NOVA SCOTIA, ‘CAN. 


Halifax, Herald and Evening Mail. Average 
for 1902, 8,57 1 (1060); Aug. +» 1903, 10,546. 


ONTARIO, CAN. 
Toronto, Canadian Implement and Vebicle 
Trade, peep tk Average for 1902, 5,250 (1087). 


Teronto, aily. Average for 1902, 14,- 
161 (1084). th SS S857 1908, 21,880. 


by tenga sd CAN. 
ontreal, Herald Est, 1808. Av. for 
1908, “18,557 (1093). Bis mont a 1903, ened 


atone. ie Presse. Trefl a Ine 
er. ctual ave 
Average to Sept. ist, 1908, 75, rae ote nig, ¥ 


Montrea Les Debats, wy. wy. Ed. Charlier, — 
Av. 1902,6,577. This paper is now publ 
der the name of Le Combat Journal pre OF 


Montreal, Star,dy.& wy. Graham &Co. Av. 
for ’02,dy, 55.079, wy. 121. 418 (1093). Six mos. 
end. May 3/, 08, dy. av. 65,147, wy. 122,157. 


daily fig abysaL weekly SS" To,6t4 


gape No Amount of Money 





pa can buy a place in this 





BaF list for a paper 





Ga not having the 





GG requisite qualification. 
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To ADVERTISERS: 


The issues of AMERICAN AGRICULTURIST, 
HoMESTEAD for the year of 1903 have been as fol 




















American | Orange Judd | New England Combined | 
Agriculturist Farmer. Homestead. | Circulation, 
JANUARY 8..... 100,400 70,100 40,150! 910,650} |J 
100,000 70,100 42,800 | 12, f 
ae 100,100 72,700 40,100 | 212,900 
ie. 3 100,300 70,000 40,150 | 210,450 
ae | 100,900 70,150 40,000 | 211,050 | |A4 
FEBRUARY 7.....| 100,300 70,250 42,850 | 213,400 
Se | 100,000 70,700 40,200 210,900 
553 102,300 70,150 40.050 212.500 
ee 100,150 70,050 40,100 210,300 ‘ 
MaRCcH 7..... 100,100 70,100 42,850 | 213,050 
"ey 100,000 71,400 40,000 211,400 
3. 100,100 70,500 40,150 210,750 
eee 102,400 72,500 40,100 215,000 c 
APRIL Roa 100,000 72,600 42,950 215,550 
| 2 100,050 75,550 40,000 215,600 
Seam 100,400 72,400 40,050 212,850 
Biiwedel 100,100 72,350 40,150 212,600 
May Ricav 100,000 72,300 42,950 215,250 | |} 
ee 100,050 75,850 40.100 215,500 
ee 100,100 72,100 40,200 212,400 
lee 100,300 72,200 40,000 212,500 
T..ic. 102,200 72,100 40,150 214,450 ' 
JUNE ee 100,150 71,500 40,100 211,750 
; Se 102,900 71,600 40,050 214,550 
ae 100,000 71,300 40,200 211,500 
3. 100,050 71,200 40,150 211,405 7 
JuLy Giz 100,200 | 71,000 40,000 | 211,200 ; 

















Personally appeared before me this 17th day of December, 1903, 
Thomas A. Barrett, Secretary of ORANGE 
Jupp Company, who does solemnly swear 
to the above as a true statement. 


NOTARY PUBLIC, KX. 
(Certificate filed in 
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New York, N. Y., December 17th, 1903.. 
LTURIST, ORANGE JUDD FARMER and NEw ENGLAND 
*n as follows :— 
































ined American | Orange Judd |New England| Combined 
ation, Agriculturist; Farmer. Homestead. | Circulation. 
ae 100,150 71,150 42,950 214,250 
50 ; wig vse 100,100 70,900 40,050 a1 Teno 
2900 ee 100,000 70,800 40,100 210,900 
ane AveustT 1..... 100,050 70,850 40,200 211,100 
‘ ie cxd 100,200 78,150 41,500 214,850 
3400 OR ideo 100,100 70,700 40,000 210,800 
1,900 ae 100,100 70,800 40,000 210.900 
500 ieeiv 100,250 70,750 40,200 211,200 
300 SEPTEMBER 5..... 101,000 70,600 40,050 211,650 
3,050 eS 104,600 70,500 40,100 215,200 
1,400 a 100,000 73,500 42,950 216,450 
),750 SR 100,100 78,450 40,000 213,550 
1,000 

Octo Nees 103,400 70,550 40,150 214,100 
5550 | sss SO 100,150 70,300 42,950 313;400 
1,600 eae ‘100,000 73,450 40,100 213,550 
850  4aRG 108,800 70,400 40,050 213.750 
600 _ ae 100,050 70,700 43,000 213,750 
1,250 NOVEMBER 7..... 100,000 73,500 40,150 213,650 
500 ae 108,400 70,450 40,000 213,850 
400 pee 100,150 70,900 43,050 214,100 
500 100,000 75,600 40,100 215,700 
- DECEMBER 5..... 100,200 71,600 40,200 212,000 
750 er. cv 108,850 71,000 40,250 214,600 
550 a 100,100 71,050 40,150 211,300 
a 100,150 71,250 43,000 234,400 
1 | Total for 52 weeks.| 5,234,450 | 3,720,150 2,117,800 | 11,072,400 
200 | Average per week..| 100,663 | 71,541| 40,727; 212,931 





er, 1903, ORANGE JUDD COMPANY, 
| Bowes A Dewitt 
) Secretary. 


UBLIC, KINGS CO. 
ficate filed in N. Y. County.) 
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A JOURNAL FOR ADVERTISERS. 
Issued every Wednesday. Subscription 
five dollars ‘f ear, inadvance, Ten ne 
copy. Six dollars a hundred. 





ADVERTISING RATES : 
Classified advertisements set in 


Pa other type than pearl,10 cents a line, 

& page. 

Displayed advertisements 20 cents a line, pearl 
pony hy lines to the inch ($3); 200 lines to the 


for Soogitied position (if granted), 25 per cent 
‘For position (full page) on first or last cover, 


x second page or first advertisement on a 

t-hand page (full pages) or forthe central 

double pages S urinted across the centre margin, 
50 cent additional. 


in advunce of day of publication. 
ntracts e month, quarter or year may 
bogeecntinned atthe pleasure of the advertiser, 
space used paid for rata. 
“Tee lines smallest advertisement taken. Six 
words make a line. 
ng appearing as reading matter is in- 


Advertisers to the amount of $10 are entitled 
to a free subscription for one year 





Cuar.es J. ZinGG, 
Business Manager and Managing Editor. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill,E.C, 


NEW YORK, DEC. 23, 1903. 
ADVERTISING HELP. 
V. 


Get the thought fixed in your 
mind that if you are going at your 
advertising in an __ intelligent, 
thoughtful manner, your advertis- 
ing will be an investment, not an 
expense. You put in a certain new 
line of goods. You say, “It will cost 
$5,000 for the line. I can turn the 
stock over three times a year at a 
net profit of 20 per cent, or 60 per 
cent on the investment—$3,000 pro- 
fit per year.” You figure out in 
advance how much you can make 
on your investment. Do the same 
figuring with your advertisers. 
Treat it as an investment. If you 
are now doing a total annual busi- 
ness of $25,000 with poor and in- 
different advertising, you can in- 
vest a given percentage of the 
amount in advertising, and it will 
earn more dividend than any other 
part of: your investment, if you do 
the work right. 

It will do more than earn divi- 
dends. It will strengthen your 
position in the business world. 
Add to the “good will” of your in- 
stitution. Make it harder for your 
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competitors to take your trade 
away from you. 

There is no general rule by 
which to determine what the per- 
centage should be. On staple mer- 
chandise the percentage must be 
smaller than on articles which pay 
a larger profit. From one to five 
per cent of the total sales is a 
general average. As your business 
becomes more firmly established 
you can reduce the percentage each 
year. You will increase the adver- 
tising expense in total, but on ac- 
count of the increased amount or 
volume the percentage of the whole 
will be less. By investing in this 
manner you are buying new busi- 
ness and you can well afford to 
pay the price. 

Remember that but a few mer- 
chants handle their advertising 
right. Because others fail is no 
reason that you cannot succeed. 
Business is simply a survival of the 
fittest and fittest means best service, 
and telling others what you have 
to sell. The man who can do these 
things better than you will beat 
you every time. Almost every town 
has one or more shining examples 
of this kind. It is the business of 
PrinTErS’ INK to teach how to ac- 
complish this result. You have 
been reading these articles for this 
reason only. 

Be a “winner’—a “top notcher.” 
You will benefit yourself, your 
town and your business neighbors. 
This will help the man with busi- 
ness in his blood. The right man 
can and will receive a benefit from 
these plans. 

The longer one observes and 
studies business and advertising, 
the more one is impressed with 
the idea that a strong personality 
back of the store and its adver- 
tising is absolutely essential to suc- 
cess—strong in cheerfulness, good, 
honest principles, ability to under- 
stand the needs of customers, and 
strong in a willingness to serve 
others. 

Advertising is salesmanship mul- 
tiplied. Good advertising and bad 
salesmen won’t mix. Get rid of 
every clerk with a long face. Fire 
out all people who feel sore. A 
store full of good, cheerful public 
servants, backed by good, honest 
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principles, and all reflected in 
sensible advertising, is invincible. 
It will always be busy. 


A HANDSOME, useful daily memo 
desk calendar, the leaves of which 
are alternated with specimens of 
fine printing and favorable opin- 
ions of work, is being sent out by 
the Barta Press, Boston. 





W. S. SHIRLEY, who for many 
years was advertising manager for 
Swift & Co., Chicago, started for 
New York some months ago. His 
ticket entitled him to a stop-off 
privilege at Buffalo, and during 
his stay there he became advertis- 
ing manager for Presto. That his 
ultimate destination was New 
York, however, is shown by the 
fact that he did arrive in two 
months’ time, and connected him- 
self with the advertising depart- 
ment of Everybody's Magazine. 





Every month in the reading col- 
umns of the Household-Ledger, 
New York, appears at least one ar- 
ticle on advertising. They are in- 
tended to make the readers of this 
journal better judges of adver- 
tising and better buyers of adver- 
tised articles. In a recent issue 
was announced a competition in 
which readers were invited to tell 
how they would advertise an ar- 
ticle for home consumption in the 
magazines, cash prizes being offer- 
ed for the best paper telling what 
mediums should be used and what 
arguments advanced in the adver- 
tising. 


Mr. M. Lee Starke, Tribune 
Building, New York City, wishes 
to receive the name and address 
of every general or local’ associa- 
tion devoted to newspaper, maga- 
zine, bill posting or allied adver- 
tising interests. Mr. Starke, in 
co-operation with Mr. E. F. Olm- 
sted, of Niagara Falls, asks for 
this information to further Mr. 
Olmsted’s project of forming a na- 
tional advertising club. Those who 
reply to Mr. Starke’s request might 
also suggest a_name for such an 
organization. Printers’ INK sug- 
gests for one The National Federa- 
tion of American Advertisers. 








sg 


One of the reasons for Tam- 
many’s triumph last fall was the 
persistent vilification indulged in 
by the Fusion forces, it is said. 
Charges of corruption flew so thick 
and fast during the campaign that 
sympathy and disbelief were arous- 
ed instead of the opposition that 
was counted on to re-elect the re- 
form administration. This carries 
an advertising moral. Try to paint 
the “other fellow” black in your 
advertising instead of presenting 
your own claims for patronage, 
and the chances are pretty good 
that the public will take his side. 


Tue Christmas Saturday Even- 
ing Post, out December 5, had 
fifty-six pages and cover. The ad- 
vertising footed up 121 columns. 
Figuring one of the Post’s columns 
as an ordinary magazine page, few 
of the magazines had a better 
showing, for not a line of the usual 
publishers’ announcements is car- 
ried in the Post. From the read- 
er’s standpoint it was a large and 
desirable five cents’ worth. The 
Post appears on the New York 
newsstands Thursday noon. By 
Saturday noon it is extremely 
scarce, and the man who finds a 
copy Monday morning without a 
long hunt may consider himself 
fortunate. 


THE Retail Coal Dealers’ As- 
sociation of Philadelphia, at a 
recent ‘meeting decided that the 
Evening Bulletin more thoroughly 
covered Philadelphia than any 
other newspaper, and accordingly 
passed a resolution that all their 
members should advertise the 
price of egg, stove and nut coal 
to be $6.75, and pea coal $4.50 per 
ton. No inducement in rate or 
concession was made by the Bul- 
letin to secure this action, it being 
a voluntary endorsement of the 
value of the paper as an adver- 
tising medium, brought about by 
a recognition of the fact that “In 
PHILADELPHIA NEARLY EvERYBODY 
READS THE BULLETIN.” The an- 
rouncements of the Philadelphia 
various coal dealers, as shown in 
the Bulletin’s issue of December 
14, are in one grouping. The Bul- 
letin ought to have featured an 
event of that sort. 
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Many a man fails in business 
as a result of neglecting the little 


things. 
Weekly 





THE Manitoba Free 
Press (Winnipeg) of November 
25 contained the annual Christmas 
advertising of the Hudson Bay 
Company. It was for years the 
custom of this company to issue a 
catalogue prior to the holidays, but 
three years ago the experiment was 
tried of publishing the catalogue 
in the Free Press, as it was 
thought the circulation obtained 
would render it more profitable. 
The experiment being successful, 
the Christmas catalogue was aban- 
doned. The announcement also 
appears in the daily edition of the 
Free Press about the middle of 
December. The advertising is con- 
fined to this paper. 


Tue Christmas edition of Profit- 
able Advertising, Boston, is a spe- 
cial Western number in which 
Miss Griswold deals with men and 
conditions in the all-outdoors that 
lies beyond the Ohio River. The 
issue is a book of 172 pages, con- 
taining the portraits and opinions 
of leading advertisers, agents, 
printers, engravers, publishers and 
copymakers. The man familiar 
with Western advertising matters 
will find the portraits of many 
people that he knows either per- 
sonally or by reputation. It is a 
good number of the magazine to 
keep for general reference, form- 
ing, as it does, an encyclopedia of 
the advertising West. 


It is said that the word “bar- 
gain” has become so closely asso- 
ciated with the word “piano” that 
in order to sell the latter it is ne- 
cessary to mark up its price and 
then mark it down again, or permit 
the customer to come to the store 
and beat it down, which is more 
impressive. Kranich & Bach, the 
makers of the instrument bearing 
their name, have spent consider- 
able money in newspaper adver- 
tising the past few months to over- 
come the bargain idea in connec- 
tion with their own instrument, so 
that when purchasers come to the 
showrooms at 233 East Twenty- 
third street, New York, they will 
rot expect reductions, 
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Two advertising novelties manu- 
factured by J. C. Kenyon, Owego, 
N. Y., have been advertised in 
Printers’ INK with success. One 
is a nail file, finely cut from cold 
ralled steel, beveled at each end. 
It cleans, scrapes, and files the 
finger nails, and is used at a letter 
opener and small screw driver. 
It is enclosed in a metal bound 
leather case. The advertisement is 
plainly printed on the leather case. 
His other novelty is a metal bound 
leather tooth-pick case, filled with 
turned maple picks, which protects 
the picks and keeps them clean. It 
is a most excellent advertising 
souvenir with the advertisement 
printed on the leather case. 


THe Christmas number of 
Country Life in America was built 
on English lines, being called a 
“Christmas annual” and having a 
large colored supplement for fram- 
ing. Eight of the inner pages were 
also in colors. Of the 120 pages 
all told there was a large propor- 
tion of advertising of this publica- 
tion’s distinctive kind. Country 
Life in America has in two years 
created not only a body of readers 
entirely its own, but has developed 
a field of advertising that was 
wholly dormant until its appear- 
ance. The success of this maga- 
zine shows that there is no such 
thing as competition for a publica- 
tion that strikes out of the rut. 


A LIVE new business periodical 
is Bank Notes, just launched by 
the United States Bank Note Co. 
(Levey Bros. & Co.), Indianapolis. 
This firm sells bank supplies, and 
will undertake to fit a bank with 
everything needful to do business, 
from pens to vault. To keep the 
concern continually before the pub- 
lic, Bank Notes will be issued 
every two months and mailed at a 
nominal subscription price, not 
merely to bankers, but to clerks as 
well. Small novelties for use in 
the office are featured for the lat- 
ter, and all sides of banking in gen- 
eral are treated succinctly. Full 
recognition is given to the growing 
power of the advertising element 
in the world of finance, and this, it 
is said, is a distinctly new note in 
the journalism of banking. 
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THE advertising rates of PRINTERS’ 
Ink are printed under the, headline of 
the first editorial page. 





An advertisement that makes 
people talk will pay the advertiser 
—if people are made to talk about 


the right thing. 


Tue only publication generally 
read by publishers and advertisers 
outside of Printers’ INK is News- 
paperdom, and of the several jour- 
nals devoted more particularly 
to editors and publishers: it is the 
only one with an influential circula- 
tion. Rowefi’s Directory shows 
that it is the only one with courage 
enough to reveal its actual circula- 
tion. 





Boston said some extremely 
moral and elevating things a year 
ago when the New York Board of 
Health showed how prevalent sub- 
stitution was among retail drug- 
gists in the metropolis. Now the 
Massachusetts Board of Health 
finds conditions quite as bad in the 
Hub. It is said that more than 
twenty-five per cent of the drug 
stores there are carrying adulterat- 
ed goods, but according to the Na- 
tional Druggist these drugs are 
sold by dishonest jobbers. 


THE prestige of the advertised 
article is apparent in the stores be- 
fore Christmas. In many lines of 
merchandise people insist on hav- 
ing the most generally advertised 
article, thereby reaping the prestige 
of quality that is associated with 
its name. The fact that a camera 
is a Kodak gives it added value 
in the eyes of both giver and recip- 
ient. The same holds true of 
every article advertised on a 
quality basis, according to a Sixth 
avenue store manager, but nearly 
everyone avoids the commodity ex- 
ploited by price. Thus while a 
Waterman Fountain Pen would be 
desirable as a gift because every- 
body has read the quality adver- 
tising, not so many purchasers 
want to give a friend a box of 
the “save half your smoking ex- 
penses” cigars featured largely by 
price in the magazines, simply be- 
cause the ee is put before the 
quality of the goods. 
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Ir the innumerable Christmas 
souvenirs issued every year by 
business houses do not possess 
utility or beauty, sooner or later 
they are consigned to the waste 
basket and then to the ash heap, an 
ignobie end for what is intended 
to be a paying advertising scheme. 
The Gorham Co., always noted for 
good taste in all their departments, 
combine in their annual souvenir 
the useful—the beautiful. They 
year after year issue a calendar, a 
pocket size—rather a pocketbook 
size, and this year it is a model of 
choice taste and elegance. Diminu- 
tive as it is, there is provision be- 
tween oil paper leaves for stamps, 
and information as to domestic and 
foreign postage. It appeals to one 
because so useful and so dainty. 
It would be curious to know how 
many are carried in women’s 
pocketbooks the year round. 


“AT the present rate of growth 
the Delineator’s circulation will 
reach 900,000 before the end of the 
year, while the million mark will 
have been passed before the end of 
1904,” was the prediction made by 
the Butterick Company last spring. 
But the Christmas issue of this 
magazine is something above one 
million copies, according to the 
publisher’s statement, so it has sur- 
passed even their most hopeful ex- 
pectations of a year ago and is 
ahead of its predicted record by 
more than twelve months. Mr. 
Balmer’s management of the But- 
terick Company’s publications 
since he took charge last summer 
has been admirable. Advertising 
is being used lavishly in other 
magazines and in daily papers to 
promote circulation. The use of 
a different illustration each month 
to call attention to the new issue 
is at once simple, effective and 
original. In advertising to adver- 
tisers Mr. Balmer has employed the 
fame already achieved by the De- 
lineator to push the comparatively 
neglected Designer and New Idea 
Magazine into notice, exploiting 
the three as the “Butterick Trio.” 
His plans regarding textile adver- 
tising have been set forth in 
Printers’ INK, and show that he 
has pretty large ideas when it 
comes to getting new business. 
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“THERE are five cardinal points 
to be considered in selecting a de- 
pository,” says a folder from the 
Northern Trust Company, Chica- 
go: “Its directorate, its official 
staff, its financial record, its con- 
venience of location and its reputa- 
tion in the community.” These 
points would make excellent texts 
for a bank booklet. 


Five per cent of the cost of doing 
business is the average advertising 
expenditure of a clothing and fur- 
nishing store, or that department 
in a departmental house, according 
to inquiries made by Men’s Wear. 
Sometimes the expenditure runs 
as high as seven per cent, but sel- 
dom to ten, and though a few 
stores make a fair showing on two 
or three per cent, it is hardly pos- 
sible to be represented in news- 
papers for such an appropriation. 
The inquiry was conducted in New 
York and Chicago. Some stores 
on lesser thoroughfares have no 
advertising appropriation, charging 
window dressing and cost of a few 
circulars to general expenses. 
Other stores pay high rent to locate 
on a prominent street, taking what 
business comes to them naturally 
in such localities without attempt- 
ing to get more by advertising— 
in fact, the extra rent represents 
their advertising appropriation. 
One of the large department stores 
in New York does $150,000 a year 
in boys’ clothing, though the de- 
partment is seldom advertised, and 
when publicity is used prices are 
withheld. Where a stated appro- 
priation is made annually it is in 
most every case exceeded before 
the end of the year. Tempting op- 
portunities come up continually, 
calling for extra expenditure. 
Clothiers maintain that it is unsafe 
to exceed five per cent, however, 
unless a saving can be made on 
selling cost or elsewhere. Those 
using newspapers most extensively 
keep within this limit, it is said, 
and some make a good showing in 
New York dailies on three per 
cent. Rates for newspaper space 
and printed matter are higher in 
New York than anywhere else, yet 
practically all advertising clothiers 
in the metropolis say that advertis- 
ing pays them. 
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Necessity is the mother of in- 
vention, but advertising is the wet- 
nurse. 





SoME advertising men think that 
Philadelphia’s retail publicity, as 
exhibited in its daily papers, is the 
best in the United States, and there 
is good ground for this opinion. 
In connection with this it is well 
to remember that the Curtis Pub- 
lishing Co.’s two great magazines 
have set entirely new styles in 
magazine advertising. In writing 
of advertising one is so often 
drawn to the Saturday Evening 
Post and Ladies’ Home Journal 
for examples that the repetition of 
their names is monotonous. That 
there is one firm at least in the 
Quaker City capable of turning out 
excellent copy appears by a bundle 
of proofs, booklets and folders 
from the H. I. Ireland Advertising 
Agency, that town. This concern 
prepares copy for a dozen or more 
Philadelphia retail stores, and 
takes care of the appropriations of 
perhaps three times as many manu- 
facturers and general advertisers, 
preparing trade journal and maga- 
zine copy and literature. This 
agency places the Blasius Piano 
advertising, which is as good piano 
copy as appears anywhere, and 
much better than the average. 
Most of the small ads of Philadel- 
phia manufacturers in the Satur- 
day Evening Post are the work of 
the Ireland agency. Among its 
clients are Fleisher’s Yarns, Phila- 
delphia ; York Knitting Mills, York, 
Pa.; Haines, Jones & Cadbury Co., 
Philadelphia; North Bros. Mfg. 
Co., Philadelphia, and S. Bowen’s 
Sons, Philadelphia. Among Quak- 
er City retailers that patronize the 
Ireland service are A. F. Bornot 
& Bro., dyers; James Allison’s 
Sons, tailors; Lauber, beverages; 
Michell’s Seed House; E. K. Tryon, 
Jr., & Co.; Dalsimer, shoes and 
clothes ; Shannon, hardware ; Thos. 
Martindale & Co., groceries; Will- 
iam H. Dixon, tailor. This agency 
also prepares the literature for the 
Philadelphia Press, including its 
striking double-space car cards, 
and the advertising of the Union 
Trust Company, the city’s pioneer 
advertising bank. Altogether it 1s 
a notable showing. 











Tue value of South Africa as a 
market is the subject of some spe- 
cial attention at the present time 
by reason of a report upon that 
subject recently presented to the 
British Parliament. This report 
shows that the British colonies in 
South Africa have become of 
greater importance than any other 
of the British colonies except In- 
dia. “Ten years ago,” it says, 
“Great Britain’s exports to South 
Africa were valued at a little un- 
der 9 million pounds sterling; last 
year they almost reached 26 mil- 
lions. In 1893 South Africa stood 
sixth on the list of Great Britain’s 
customers; last year she stood sec- 
ond, and was only beaten by In- 
cia. It is no rash prediction that 
this year she will pass India and 
stand first on the list as the largest 
buyer in the world of the produce 
and manufactures of the mother 
country.” 

This statement of the great 
and rapidly growing importance 
of South Africa as an import- 
ing country lends especial in- 
terest to some figures just prepared 
by the Department of Commerce 
and Labor through its Bureau of 
Statistics, showing the growth of 
exports from the United States to 
British Africa and to Africa as a 
whole. These figures show that 
the exports from the United States 
to British Africa have grown with 
even greater rapidity than those 
from the United Kingdom referred 
to by the report above quoted. Ex- 
ports from the United States to 
British Africa grew from $3,688,- 
999 in 1893 to $33,844,305 in 1903, 
or, in other words, were nine times 
as much in 1903 as in 1893, while 
exports from the United Kingdom 
to South Africa grew from $39,- 
896,000 in 1893 to $125,280,000 in 
1902, the 1903 figures not being yet 
available. Thus, while exports 
from the United States to British 
Africa are in 1903 nine times those 
of 1893, those from the United 
Kingdom were in 1902 but three 
times as much as those in 1893. 

The relative growth of exports 
from the United States and from 
the United Kingdom to the terri- 
tory in question can be more ac- 
curately determined by utilizing 
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the figures of the United States for 
the year 1902, sinc: the figures for 
the United Kingdom for the year 
1903 are not yet available. This 
shows that the exports from the 
United States to British Africa 
grew from $3,688,999 in 1893 to 
$28,780,105 in 1902, the total for 
1902 being nearly eight times as 
great as that for 1893; while, as 
already indicated, that of the 
United Kingdom for 1902 was only 
three times as great as in 1893: 

The total exports from the 
United States to Africa have 
grown with great rapidity—from 
$5,196,480 in 1893 to $38,436,853 in 
1903, being more than seven times 
as much in 1903 as in 1893; while 
to Asia and Oceania our exports 
grew from $28,064,038 in 1893 to 
$. .,827,528 in 1903; to South Am- 
erica, from $32,639,077 in 1893 to 
$41,137,872 in 1903; to North Am- 
erica, other than the United States, 
from’ $119,788,889 in 1893 to $215,- 
482,769 in 1903; and to Europe, 
from $661,976,710 in 1893 to $1,- 
020,256,657 in 1903. 

That there is still room for a 
growth in exports to South Africa, 
and that our share in supplying 
that market still falls far below 
that of the United Kingdom, is 
evident from the fact that the total 
value of merchandise exported 
from Great Britain to her South 
African colonies in 1902 was $125,- 
280,000, against a total of $28,780,- 
105 exported from the United 
States in that year to all British 
possessions in Africa. 


LAST CALL! 





All subscribe that are 
going to subscribe—one 
week and one day from 
to-day the special offer— 
PRINTERS’ INK for THREE 
DOLLARS cash for a whole 
year—expires, 
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FIFTY-SECOND WEEK. 


In response to the weekly ad 
contest, now in its fifty-second 
week, ninety-one advertisements 
were received in time for report in 
this issue of Printers’ INk. The 
one reproduced on the opposite 
page was deemed best of all sub- 
mitted. It was sent in by O. H. 
Kegelman, 1052 Jackson avenue, 
New York City, and it appeared in 
Munsey’s Magazine for December, 
1903. The same advertisement was 
submitted by seven other corre- 
spondents. A coupon was mailed 
to Mr. Kegelman, as provided in 
the conditions which govern this 
contest, viz.: Any reader may send 
an ad which he or she notices in 
any periodical for entry. Reason- 
able care should be exercised to 
send what seem to be good adver- 
tisements. Each week one ad will 
be chosen which is thought to be 
superior to every other submitted 
in the same week. The ad so se- 
lected will be reproduced in Print- 
ERS’ INK, if possible, and the name 
of the. sender, together with the 
name and date of the paper in 
which it had insertion, will also be 
stated. A coupon, good for a year’s 
subscription to Printers’ INK, will 
be sent to the person who sends 
the best ad each week. Advertise- 
ments coming within the sense of 
this contest should preferably be 
announcements of some retail busi- 
ness, including bank ads, real 
estate ads, druggists’ ads, etc. 
Patent medicine ads are barred. 
The sender must give his own 
name and the name and date of 
the paper in which the ad had in- 


sertion. ’ 
> 


PRESCRIBES WHILE YOU WAIT 
FOR A TRAIN. 











At most of the larger railway stations 
in Holland an odd addition has lately 
made to the collection of automatic 
machines. It takes the outward form of 
an old-fashioned doctor of the early 
eighteenth century type, with a great 
peruke on his head. The body of the 
physician displays a number of slots, 
over each of which the name of some 
articular ailment is inscribed. If you 
we a cold, sore throat, headache, rheu- 
matism, cough, etc., you put the equiva- 
lent of a penny into the proper slot, and 
you receive for your small fee, not in- 
deed the necessary medicine, but the 
doctor’s prescription how'to cure your: 
eelf.—Family Herald, London. 
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ARNOLD, CONSTABLE & CO. 


“I like to read their advertisements, 
they 44 


are so genuine. 
\ /hatever they say you can rely on.” 
“They are a treat!” 


PRINTERS’ INK lately heard a 
lady make the remarks quoted 
above as she was reading her 
morning paper. The Arnold, Con- 
stable people have always sustained 
a reputation for being honest and 
first class. The concern is also 
credited with owning twenty mil- 
lions of dollars’ worth of New 
York real estate. 

A good reputation is better than 
riches, but both are better than 
either. 


— +r 

THE first issue of the St. Louis 
Post-Dispatch was published De- 
cember 13, 1878, so the paper cele- 
brated its silver anniversary in the 
edition of Sunday, December 13. 
The birthday special was a 1,000 
column number of about 124 pages, 
eighteen being in colors. Each 
copy weighed more than two 
pounds and cost the publisher 
twelve cents, it was said, but the 
regular price was maintained. 

———_+.9> 

THE LITTLE SCHOOLMASTER’S 





CARTOONS OF SPECIALS. 














WILLIAM C. STUART. 
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. Best SCHULTZ, a Wisconsin boy, asked his father 
i for a bicycle. The latter suggested that he earn the 
_ money to buy one by selling THE SATURDAY EVENING 
POST. Ernst soon sold a hundred copies a week, win- 
ning a-special prize of $25.00.the first-mionth. 
A few weeks ago Ernst went through an automobile 
‘factory. He went to the President of the concern and told 
him that he wanted to earn an automobile, and asked for 
permission to go into. the shops and ask some of. the men to 
arder copies from him. Pleased with the boy’s appearance 
he.was given permission, and was offered a discount of 50 
_ per centsif he would tell each one of his Customers:that he 
Was oar for that particular machine. Ernst writes: 
body oe when I tell them I am working for an 
, but I guess they wouldn't think it was so ‘how 
if. they knew that, 1 have already saved nearly balf 
to buy it, “I guess the next thing Twill have to work. 
we money to pay fines for ‘scorching.’” 
ANY BOY wing te devote a few hours fo work wre dele ag 


pee erin ener ares 


le tor as many as you fi mn 
| REESE. Bieta eel aectseerrceetions: 3000.00 te 
ADDRESS 
5 te me at ing mp i Se 
Philadelphia, Pa. 


War sete 
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WHEN the triangular corner cou- 
pon was invented as a means of 
inducing replies from magazine ad- 
vertising, the magazine publishers 
made a practice of backing coupon 
ads with their own announcements, 
so that when the three-cornered 
scrap of paper was snipped off by a 
reader there was no disfigurement 
of another advertiser's announce- 
ment. Sometimes the coupon adver- 
tiser took both sides of the page 
himself, which was another way of 
getting around the difficulty. The 
number of coupons appearing in 
the average magazine was smal, 
anyway. Only book advertisers 
used them. Much of this adver- 
ising was carried on the exchange 
basis with other publishers. The 
ads appeared in the front of the 
magazine where the publisher's 
own announcements could be print- 
ed on the back of a page that 
threatened to infringe a paying ad- 
vertiser’s right. 

* * * 


The corner coupon has become 
a very popular advertising device, 
however. At present it is employed 
for a variety of purposes. Maga- 
zine publishers favor it in adver- 
tising for subscriptions, and it 
forms part of the advertisements 
of “Force,” the Ralston foods, the 
Prudential and Equitable insurance 
campaigns, the announcements of 
the correspondence schools, and so 
forth. It is a good thing, and from 
present indications wil go far. 
When general advertisers took up 
the coupon, it began to appear on 
the opposite side of paid adver- 
tising. To-day every general maga- 
zine shows instances in which the 
clipping of coupons means the de- 
struction of somebody else’s ad. 
Sometimes it is backed with read- 
ing matter in publications that 
print a column of text on every 
page of advertising, but even in 
these pubiications the coupon often 
occurs on the back of other ads. 
Its dimensions are also growing. 
Originally the side of the triangle 
measured two inches, but recently 
there have been printed return cou- 
pons measuring four inches. In 


one of the Christmas magazines a 
page announcement of the pub- 
lisher had an oblong coupon at the 
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bottom measuring three by nine 
inches. When clipped out it bore 
on the back three small single 
column ads, each of which made 
a direct mail proposition, the ad- 
dress of a double column ad offer- 
ing a bookiet, and the burden of 
the argument for a household ne- 
cessity advertised by general meth- 
ods. In other words, five ads for 
which good money was paid were 
practically destroyed. An examina- 
tion of any prominent magazine 
will show a similar state of affairs. 
* * * 


Whether advertisers overlook 
this detail or permit their ads to 
be so depreciated is not apparent. 
Perhaps it is oversight on the part 
of the advertiser in the greater 
number of instances. The-volume 
of advertising carried by the aver- 
age magazine is so large that the 
same advertiser is thus treated but 
cence, and the publisher can apolo- 
gize and allot these “unpreferred” 
spaces to somebody else next issue. 
But the coupon habit it steadily 
growing, and will eventually have 
to be met as an evil. Of course, 
so long as it brings returns it will 
be used, and a method of employ- 
ing it so that everybody is satisfied 
will have to be adopted. A year 
or so ago a full-page magazine ad 
of John Wanamaker’s had a cor- 
ner coupon which was backed with 
a small single column ad on the 
opposite page calling attention to 
the page ad. This was not only 
fair, but a valuable advertising 
scheme, and might be suggested as 
a remedy. The magazine in the 
hands of a reader who clips a cou- 
pon, often sending money, is the 
one that every advertiser most 
values, and to have one’s ad in such 
a copy practically destroyed is un- 
fortunate. The return coupon in 
daily papers seldom works such 
damage, as the daily is more or 
less ephemeral. But magazines are 
preserved, and pass from reader 
to reader, and mutilated advertis- 
ing represents waste circulation. 


Dr. Pierce, of Buffalo, has pur- 
chased ten automobiles and 150 
cash registers, at a total cost of 
$30,000, and these will be given as 
prizes in a window dressing con- 
test for retail druggists. 














PACIFIC COAST EVENING 
PAPERS. 


New York, N. Y., Nov. 23, 1903. 
Editor of Printers’ INK: 

I have been thinking that perhaps 
your readers ought to be interested in 
a brief letter on the newspaper situation 
on the Pacific Coast, a region which has 
been my field of activity since I entered 
the newspaper business some thirteen 
years ago. — ? 

At that time the morning newspapers 
absolutely dominated the entire field 
from San Diego on the south to British 
Columbia on the north, a stretch of 1,800 
miles. The old prejudice against the 
use of any coin smaller than a nickel 
still obtained everywhere, with the result 
that outside of San Francisco there were 
very few street sales and the rates of 
subscription, ranging from 65 cents to 
$1 per month, acted as a decided bar 
to any great strides in the way of cir- 
culation. A few shrewd editors occa- 
sionally referred to the fact that the sun 
has a habit of going down three hours 
earlier on Manhattan Island than at the 
Golden Gate, and from time to time one 
more daring than the others would pre- 
dict that some day the evening news- 
paper would be likely to cut considerable 
ice on the Pacific Coast on account of 
this very fact, but for some reason all 
these observations were regarded as mere 
theories and dreams, and the big morning 
papers with their millionaire owners and 
their high priced subscriptions continued 
to attempt to cover the whole field. In 
San Francisco there were the Examiner, 
Chronicle and Call, in Los Angeles the 
Times and Herald, in Sacramento the 
old Record-Union, owned by, for and of 
the Southern Pacific; in Portland the 
journalistic gold mine known as the 
Oregonian, and in Seattle the Post-In- 
telligencer, known everywhere as the P.- 

They were the dominant forces in 
the journalistic field at that time, and 
these eight papers were invariably named 
first whenever any advertising proposi- 
tion headed for the Coast. I remember 
away down in San Diego, where I went 
to work in 1890 as reporter on the Sun, 
that our total city circulation on Jan. rst 
was 479 copies, while our morning con- 
temporary, the Union, claimed and doubt- 
les had 2,500 or more. And so it was all 
along the Coast. But a little over a 
year later a change began to take place 
—very slowlv, almost imperceptibly at 
first, but later to be felt along the entire 
Coast line. It was in August, ’o2, 

’ think, that the good people of San Diego 
were first startled into the knowledge 
that an evening paper could actually 
“scoop” its morning contemporary on 
important news. It was the day of the 
great Homestead riots. I forget the 
exact date, but I remember the occur- 
rence very vividiy. Our little paper at 
that time was receiving both the As- 
sociated Press and United Press services. 
About ro a. m. the editor called out to 
shut off local ~ The paper had been 
Gurchneed several weeks before by E. 

. Scripps, head of the Scripps-McRae 
League, and of course the price had 
been reduced to a popular figure. That 


day, when the first news of the awful 
occurrences at the Carnegie Steel Works 
was flashed across the continent, marked 
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an epoch for the Coast evening news- 
— At noon we got out an extra. 
t astonished the town, but a few darin 

ones bought copies of the newsboys an 

then the whole town followed pell mell. 
The one old-fashioned flat bed press was 
kept pounding away until 10 o’clock that 
night, and every member of the staff, 
from editor to janitor, was too tired to 
sleep, but mighty few details of that 
awful day were left for the ene | 
paper to relate. And so it was was al 

along the coast wherever the evening 
papers had facilities. From that day the 
evening paper has been a factor in coast 
journalism, but, strange to say, the coast, 
So progressive in many things, has been 
singularly conservative in its acceptance 
of conditions which have been paramount 
in the Eastern journalistic world, and it 
is only within the past two years that 
the evening paper has become generally 
known nm | welcomed from Mexico to 
Canada. Even yet the cheap evening 
papers of the coast are still practically 
all controlled by the man who purchased 
the little San Diegan Sun thirteen years 
ago, and the evening paper idea has not 
invaded the conservative old town of 
San Francisco in any stirring way. 

To-day the big morning papers of 
which I have already spoken are still 
in existence and flourishing for the most 

art, although in three instances they 
ave had to fall back to second place in 
point of circuation; but the fact that 
they have held their own at all is onl 
accounted for by the remarkable wouth 
and development of the Coast during 
the past six years. This development 
has been largely brought up by the 
Spanish War and Philippine Rebellion, 
the Chinese Rebellion, the consequent 
tremendous enlargement of the Pacific 
commerce, the completion of the Great 
Northern Railroad, the development of 
the citrus industry in southern Califor- 
nia, the liberal railroad policy of en- 
couraging tourist travel by low rates of 
fare and the discovery of gold in 
Alaska. 

But the cheap evening newspapers are 
now in the field to stay and grow, and 
they cannot be set back or supplanted. 
With the coming of settled business con- 
ditions, the universal use of the copper 
cent and the gradual growth of the 
great West, very few years must elapse 
before the evening papers will have far 
outstripped their more conservative 
morning competitors in point of circula- 
tion and general value to the advertiser. 
When the Coast reader can get the news 
in Europe up to 9 p. m. and along the 
Atlantic Coast up to 6 p. m., delivered 
daily at his home before five o’clock 
for one cent, he will not long debate the 
question, and the growth of the evening 
paper on the Pacific Slope is as certain 
as the movement of the tides. To-day 
there are three evening papers on the 
entire coast claiming and having a daily 
circulation in excess of 25,000. These 
are the San Francisco Bulletin, the 
Seattle Times and the Los Angeles Rec- 
ord, while there are only five morning 
papers which make affidavits to a cir- 
culation in excess of this figure, the Los 
Angeles Times, the San Francisco Call. 
Chronicle and Examiner, and the Port- 
land Oregonian, also the Los Angeles 
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Sunday Herald and Morning Seattle 
Times, but in my opinion it is doubtful 
if the next decade will show an increase 
in the list of morning papers entitled 
to appear in this class, while the ag- 
gregate circulation of their evening con- 
temporaries will doubtless far exceed 
those occupying the morning field. Both 
the Associated Press and the Scripps 
News Association are now serving a 
numbers of evening clients on the Pacific 
Coast, the latter concern having some- 
thing like twenty-six customers in the 
three Coast States. Most of these papers 
are small concerns yet, but located as 
they are in the most hopeful section of 
the greatest nation on earth, their future 
is assured beyond question. 
Respectfully submitted, 
W. H. PorterFie.p, 

Mgr. Foreign Circulation Pacific Penny 

Papers, 53 Tribune Bldg., New York. 





COLOGNE SPIRITS. 
Curcaco, Dec. 3, 1903. 

Editor of Printers’ InxK: 

In the last few years whiskey has 
been an extensively advertised article. 
Thousands of dollars have been spent 
with newspapers, magazines and bill- 
boards to tell the public that So-and-so’s 
Rye “is mellow and smooth,” that 
Smith’s “has that delicate flavor,” and 
Jones’ “is oldest and best.” It seems 
that the principal object of the adver- 
tisers has been to drive the name of 
their respective brands deep into the 
brain of all whiskey consumers. The 
name of the whiskey advertised has al- 
ways been the most prominent feature in 
the space used, and little or no attention 
has been given to the argument why 
you should use the brand advertised, ex- 
cept for the hackneyed phrase “mellow 
and smooth,” etc. Until recently, to my 
knowledge, no attempt has been made by 
general publicity to inform the public of 
the difference between pure whiske 
“bottled in bond” and the other kind. 
There is now appearing in the Chicago 
apers advertising of Cedar Brook Whis- 
ey. This advertising is headed “Little 
Green Stamp Talks,” and each ad tells 
a different story about ages In an 
interview with Mr. L. W. iberman, 
advertising manager of Julius Kessler & 
Co., Distillers of Cedar Brook Whiskey, 
I obtained the following interesting in- 
formation: = : 

“Any man who drinks whiskey,” said 
Mr. Liberman, “will be mightily inter- 
ested to know whether his particular 
brand is pure whiskey or not. Nowa- 
days 93 per cent of the whiskey sold is 
not real whiskey. It consists prin- 
ps gen d of cologne spirits, a small amount 
of straight w iskey, prune juice, peach, 
pineappe and vanilla, and is called pure 
whiskey. Its effect upon the human sys- 
tem is very pernicious, and when taken 
to excess produces bad headaches the 
morning after. Cologne spirits are pois- 


onous. Their use is not permitted in 
whiskey that is “‘bottled in bond” and 
guaranteed by the government. In fact, 


whiskey bottled in bond has the govern- 
ment’s little green stamp around the 
reck of the bottle, which guarantees it 
to be 100 proof pure whiskey. 


Cedar 
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Brook is one of the whiskeys bottled in 
bond, and I make strong play on the 
phrase, ‘“‘Which do you prefer, the gov- 
ernment stamp or the individual word?” 
in all our ads. We tell the public why 
whiskey bottled in bond must be pure 
whiskey, 100 proof, and we ask them to 
look for the little green stamp on the 
neck of every bottle of Cedar Brook, 
which guarantees them pure whiskey. Or 
course, our advertising is educating the 
public to look for this little green stamp 
and all whiskies bearing it will be bene- 
fited. Results obtained from this method 
of publicity have been remarkable, and 
we expect to generally advertise in this 
~~ over the entire country.” 

r. Liberman has struck the keynote 
ta “right whiskey advertising.” e is 
telling the public something they did not 
know before, and in doing so is creating 
a great demand for Cedar Brook, and is 
using Uncle Sain to back up all his 
claims with the little green stamp. Ce- 
dar Brook Whiskey fs outselling every 
brand of whiskey in the city of Chicago, 
and this is due, without a doubt, to the 
advertising which tells the consumers of 
whiskey to watch for that little green 
stamp. Yours truly, 

Freperick C. MATHEWwSs. 


THE PRESS SHOULD GO IN THE 
ROLL OF HONOR. 
Dec. 3, 1903. 
Editor of. Printers’ Ink: 

I notice in a recent Printers’ Inx 
editorial ae refer to a statement made 
by one of the Cleve:and morning news- 
papers regarding the amount of business 
carried by that paper. In reading the 
article one is liable to pve misled, as 
you do not state that the volume of busi- 
ness carried is for daily and Sunday 
editions. In oraer to correct any er- 
roneous impressions that this may have 
made, I give you herewith the exact 
figures of the paid advertising publish- 
ed in the three leading Cleveland news- 

pers for October, 1903, exclusive of 
egal advertising: 

Cleveland Press (27 publication days), 
35,539 inches. 

Cleveland Plain Dealer (31 publica- 
tion days), 31,618 inches. 

Cleveland Leader (31 
days), 16,494 inches. 

his comparison shows that the Cleve- 
land Press published in twenty-seven days 
3-911 inches more paid advertising than 
the Cleveland Plain Dealer and 19,035 
inches more than the Cleveland Leader. 
This is a remarkable showing when one 
takes into consideration that the Cleve- 
land Press had during the month only 
27 publication days, while the other pa- 
pers mentioned had 31 publication days, 
which included the large Sunday edi- 
tions. The Clevelarid Press has taken 
another bu‘lding and installed larger 
presses, which permtt them to run from 
ten to sixteen pages. The Cleveland 
Press has shown remarkable growth not 
only in advertising during the past year, 
but also shows tremendous increase in 
circulation, having had for the first nine 
months of 1903 a daily average of over 
129,000 copies, a larger circulation than 
all the other Cleveland papers com- 
bined. Yours truly, 

D. J. Rawpatt. 
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Temple Court, Manhattan, New York, 
is placing a large amount of. Turf Ad- 
vertising in a list of dailies for J. E. 
Ward, New Orleans, also Chas. F. 
Hank of Gravesend, New York. 
————_+~+oor————_ 


Tue advertising of the “‘1900”’ Washer 
Co., of Binghamton, N. Y., formerly 
placed by Julian De Picaza, of Temple 
Court, Manhattan, N. Y., is now being 
laced by the New York office of Lor 
k Thomas, Tract Society Building. 





Largest Circulations. 


AN EXAMINATION OF N OF ROWELLS AMER- 
ICAN NEWSPAPER DIRECTORY FOR 193 
REVEALS THE FACTS STATED BELOW. 

NORTH CAROLINA. 
The Charlotte News has the “highest 


average circulation rating, in figures, in eine n908 a | 
issue of the American ewspaper D Directory 
any daily in North Carolina.” 


Advertising Agencies. 


There are hundreds of advertising gosnotes in 
this country. AU per. ‘orm some valuable and 
paver yet J 0 ir clients. And ~ 


serv 

Sact were — he. to 

the wertaera fhe iitedtion in the columns “St the Little 
cpoimaner. 


NK desires to start a classified di- 
ized 


rectory, Metion as many cies as 
tony ous the ete of havi: Sead inthe repre. 
sentative advertising jou: in the United States. 
Such advertisemen cents per line net and 


are set in pearl. Count six words to the line. 
CALIFORNIA. 
Co rae CO., Los Angeles, Califor- 
Place advertising Gs rege 
new! ers, trade pa) outdoor. ‘ec’ 
—y" a Good on oTnlormetion about 
Pacific and Orient 


CALIFORNIA—PACIFIC COAST. 
BARNHAWT AN AND Rta et tn at Mont. 
me’ 

Sr Ohicago:, occupy 10,00 a, ft.; jeomploy ¢ 60 people: 

manage all or any part o' an adve ising cam. 
peign; ; can save advertisers money by a ju- 
diciously for neregapere, bill ens, 
street cars,distri vores aaP iaee aie with 
wuensenbeee — wing Ceast condi- 
tions, we can place your sheaves without waste. 

MASSACHUSETTS. 
MERICAN ADVERTISING AGENCY. 13 Doane 
caaseens Dome ait up capital, = In 
on . 8. Yanada, places advertising 
in English and bh rs 

NEW JERSEY. 


Mi4m-ORDER ADVERTISING A SPECIALTY: 
STANLEY DAY, Newmarket, 


PENNSYLVANIA. 
Biv toce year we he more ym than we 
ms Not at all strange when our system 


ane take only clean advertising and no fake 


mes. 
With few 7 quseptions we handle but one busi- 
ness of a kin 
We refuse an propositions that in our judg- 
ment cannot be successf: sees , or have 
not sufficient capital back 
What we are after are conere s with 
vertising propositions, enough A 
them and a willingness Pe mar» 
.——< the eee follow-up letters 


We handiea number of such accountsand want 


ad- 


about curestves. If you are interested, we w: 


send ag a addresses. 
THE H, 1. IRELAND ADVERTISING AGENCY, 
Chestn' Philadelphia. 


jut St., 
Established 1890. 


PRINTERS’ INK. 
Tue Albert Lewis Advertising Agency, - 
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NEW bg 9 


paces svete 
PLACES YOUR POVERTISING 

IN BEST PLACES. 

Established 30 years. 203 Br 2083 Broadway, New York. 


a AMERICAN ADVERTISING CO.—Or- 





une & ~" L. Perine, res. ; . Seeley, 
vice pr EF. James Gibson.” sec. Cater- 
son, » 100 8t., New 3 York. 
WASHINGTON. 


LAXANDGR & CO. ve tise have ostablshod Advertising. 
ished 1891. we also 
papers ies 7 Spokane. 


ee 
Classified Advertisements. 


Advertisements under this head two lines or more 
without di. , 0 centsaline. Must be 


in One week in advance. 
WANTS. TS. 


DV. pete s wants 
actual AY, wae Bocas ‘New York 
81 Sorcha” "ldg., B Boston, 


Moe than 225,000 copies 0 copies of the morning edi- 

tion of the World are sold in Greater New 
York every day. Beats eats any two other papers. 
spree 4 Bn of of national ad vertisers who 

T+ y A 3 newspapers 
to pay a fair price. eee 


encom 
, Phila. 


outadnh Willing 
Printers’ oy, Wiing 
yrep~4 list Of national advertisers who 
i iv on Willi t a “ price. “ x 
exclusive ing to a ‘7 
Y.,” Printe: z rs’ Ink. . 
XPERT circulation man wieees to make a 
ch , solicits correspondence with con- 
cern desi: & manager of ability. CEXPERT, wd 
care of Printers’ Ink. 


wt a! nent mages. 2 ive, 
ness getters. ssion. 
Old_reliable 


dru per. Sarees RE RETAIL 
DRUGGIST, Detro: Mien. 


ERNALD’S NEWSPAPER MEN’S KEOnAneR, 
—— represents com 
ers in al Ree age Send for 
Main 8t., Springfield, Mass. 
W satED. @& man = competent 
hatidle correspondence and and possessing 
advertising Ce Oe with a 
manufacturer. 8. L.,” Printers’ 





Ink. 


I AM the originator of ~ Th “The Yankee of Golden 
Character ety,” “The a Ln Gives Milk 
Through Horns,” etc. I want o Set trot” or 
sell at d ideas regular to live paper. DR. TOOKIE, 
Rockport, Ind. 
On 4 jSesigner, wh who has handled the 
art work in many large mail-order cata- 
logues, would eet to Pay any con- 
cern contem issue of a catalogue. 
Address Box ; Printers’ In ’ Ink. 


HE attention of t ambitious advertisement 
writers to the offer in this issue, 
under heading “Advertisement Constructors, 
wherein five naptres, 4 7m C nened is s offered 
— reat ade of 


ae 5 witeer ib Fears 


ques now 
facturing concern. 

excellent reasons. tts S PROFIT. 
SULTS,” care Printe ers’ Ink. — 


een iy 
XPERIENCED, energeuc, enterprising edi- 
tor, en with every a“ + ot es news- 

T aD ni ° ‘or 
Hr tlon from old etalsliched ay ng "Repabiican 
pS whose porauee a would like to retire or 
the active > Sane —_— in o hands. 
of refere dress, in confidence, 
“EDITOR,” P. o. Box on, ox 1592, Philadelphia, Pa. 


wih mcm 


ANTED to furnish dai wealetters to 

daily Rap ers within a radlus of 80 miles of 

= city. il take advertisi space in ex- 
ob a tabo ov a tebpane 


for 
on the part 
of th Send fi aa Address 
ol e press. or 
NATIONAL NEWSPAPER SYNDICATE, 89 Har- 
per Building, Washington Cc. 


— to nothing, but an honest effo: 
journalist 
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At of av meral advertiser, is open 
for a proposition. Up on mediums, copy and 
yer] and a good correspondent ; 29 years old. 


“A. B. G.,” 

Printers’ Ink. 
YOUNG MEN AND WOMEN 

tions as adwriters 


at 10 cents per line, six words to the line. 
ERs’ INK is the best school for advertisers, 
reaches every week more employing advertieers 
than any other publication in th e United 8t. — 


A PVERTISEMENT WRIT! WRITERS, especially 
ginners, will have = exce os: 0} - ame 
nity to demonstrate their abi “make 
ay y by writing to us. We will tell you how 
to start a business of your own at home which 
will do more to establish your reputation as an 
adwriter than years of 0: experience. 


Write J. 
WELLS & CORBIN, 
Suite B, 2219 Land Title Bidg., 
Philadelphia. 


LERKS and others with common school edu- 
cations only, who wish to qualify for ay - 4 


pectitens at $25 a week and over, to write 

sons « of my new 8 and --~ A 
ments re pe meerns everywhere. One 
graduate fills , anot! ther $5, $5,000 and ony 
number earn $1,500. The best clot adwrite 


in New York owes his success wi 
mon my 


suppl 
— GEORGE F, _ POWELL, 


Adve ToapieG d Business 
82 Temple Court, New” Yor 


A ARE YOU SATISFIED 
with your yn ce for booklet. or anlaryt If 
not, write nearest o We have 
i for ies, rnavantien 
men, newspaper men, salesmen, ete. Technic 
clerical and executive men of all kinds. High 
grade exclusively. 
mee cons ou ), 
gue 511, 300 Ly afl York. 


vania ania Bldg. . Phila. 
gaia on mi, Bennayivan de Ginn Chicago. 
Suite 1 Sor, Williamson Bide. Cleveland. 


Bldg., Sea 
HEN YOUR WIFK’s DIGESTION SEEMS 
BEYOND REPAIR, 
and all medicines and treatments fail, get 
MAN-A-CEA, the Manganese Natural Spring 
Water. It immediately restores the digestion to 
the Weak, Debilitated and Catarrhal, the Ex- 
hausted— Physical and Nervous—the same as any 
well person. Weare not trying to fool you. It 
is the simple truth. M in solution does 
it. It is simple, tasteless, harmless. The Creator 
made the rose. He made this water. Man can 
make neither. Do not think everything adver 
tised a fake orfraud. How else are you to be 
reached! Your homes cannot befmvaded. Doc- 
tors are busy with their own affairs. Druggists 
and grocers sell what€fs called for. Try it Just 
Once for Ome Time. Send for booklet. Drug- 
gists, Grocers or BEN. K. CURTIS, Gen’l 
Agent, 13 Stone Street, New York. 
+ 
CARDS, 


$2°s arger lots at_lower prices. 
cut Peony M MAILER CO., Burlington, Ia. 


Less for m = more; any pri 
$3 ‘te THE COIN 


WitAPPER Co., Detroit, Mich. 
PUBLISHING BUSINESS OPPORTUNT- 


a. few 











—— 





EW Zork CITY w 


ee Two fo a ng? for mee ‘tor ormen of 
Re von 


G"™ right iné@ the right business. 

ee en 
oO 

EMERSON? HARRIS, 268 way, New York 
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MAN, with jaf ye experience in the office 


TRADE JOURNALS. 


ARDWARE DEALERS’ 1 MAGAZINF. 
253 Broad 


lation 17,000. aes 


way, New York. 


——__+o+1——__- 
MAILING CARD ARD SPECI2 ALISTS. 
it worth 1% cents to reach Milling trade? oo! ie 
Spe- 


8 
I TRANSOM & A ag ailin, 
cialists, 906 Tribune Blidg., Chi: 


era Nts + parse rl 
TYPE WRITTI TTEN LETTERS. 


MITATION pewritien letters which are 
I “feet imitations, samples free. SMITH PRINT. 
G CO., 814 Broadway, Toledo, Ohio. 





me 

CARBON PAPER, 
CR-GUETING, “non-blurrin: ; 
——_ free. WHITFI TFIELD'S. < CARBO N 
PAPER WORKS, 123 Liberty St., New York. 


+o». 
DESIGNERS AND ILL starrer 


as. raving ik ing. — ~~ 
nal vin; art 5 
ing. "THE kun! DIO, 200 Bway, 0. 
conprmnniiitniiliaialincineapin 
ENGRAVING. 
Gsmpens | ENGRAVING CO., St. Louis, Mo., 
Electro rs and Photo-Engravers. DE- 
SIGNS FOR VERTISERS AND PUBLISHERS. 


PRINTING SPECIALTY. 


Ls runs of printing, Srost' 15x18 or gmaler, 
done on self-fed presses, ity. 
our estimates. KING, | William -, New Yo 





ADDRESSING MACHINES. 


Aaa MACHINES—No type used in 
the Wallace a as machine. A 


card LL - stem of addressing used by the 

largest pub! Wattace soo. country. Send 

a circulars. W ALLACE & CO., 29 Murray St., 
ew York 





BULLETIN BOARDS. 
BA BROS., 115 Dearborn 8t., Chicago, lll., 
Builders and Painters of Railroad Bulletin 
Adv. Signs; also bulletin, barn and fence spaces 
for rent on all railroads entering Chicago. 





ADDRESSES. 


EW addresses, 25c. per 1,000. CO-OPERATIVE 
MAGAZING. ; Chicago, Ill. 


1 0 0 —— ensoter County, Bow New 


. 
dred or the who! io list for $1 1. 
OR & WILSON, 
Glassboro, N. J. 


——_~+o+—__—_ 
TYPEWRITERS. 


TS. Wilson Ty pewriter Ribbon; cents. 
That’sall. MISS WILSON, 1 Ann Street, N.Y. 
EWSPAPERS may ay secure new $100 Saigte type- 
writers without pooner unique adv. propo- 
sition. MUTUAL ADV. AGENCY 317 Broadway. 
T*=3 deal secured fifty red fifty typewriters: of offered 
spapers and periogee. 


ADVERTISING A GENCY. SIT rertilng OER 


317 Broadway, N. 
ADVERTISING TO THE TRADE. 


) gf A you want to wake ke up your trade with a mail- 

om entirely -— of 7 
oaheny, wr orce of a 
ares aye ae (Aap will r 


am ordor for less than Pieces. 
r oy ee yy Sending 
r the Sanageas 


number of concerns you want to reach. We will 
tell you how much we think ought to a | 
and show samples of the matter 

furnish. A mail-series is not suitable for retail 
adv 





e 
H. 1. IRELAND ADVERTISING AGENCY, 
_ 925 Chestnut Street, Philadelphia. 











LITHOGRAPHY AND TYPOGRAPHY. 


ITHOGRAPHED blanks for bonds, ce ste 

cates, ., which may be completed by 
writing. Send stamp f ‘or samples. KIN 
jew Villiam Bt,, 2 New York. 





> 
SPECIALTIES WANTED. 


AETRO—Sutented or copy hted special- 
ties that can be p on — 
Privilege to 


cylinder or ae J esses. 
dd ay ~ —L I. id rilealars, “PRO- 
A dare, on an 

GRESSIVE,” Box 75, ion and pare 


FINANCIAL, 
Ts JOSEPH enor, CO., INC, spteh hes pas. 
chased the medicine business 

of the late Pitts, for Fe 
Infallidle Pills, for Fevers, 


a has for sale a limited number of 
shares 0 eee — oa at par value tas 
share. —- ery Jos 
SHOLL CO., On INc 

HALF.TONES. 


E would |g to estimate on your half-tones 
either for the newspaper or other work. 
gTANDARD ENGRAVING 61 Ann 8t., New 


Newsea PER HALF-TONE TOE. 
2x3, in oh — $i; = $1.60. 
Delivered whe mpanies the order. 
-— for sam) samples 
NOXVILLE ENGRAVING CO., Knoxville, Tenn. 


+00 
CIGARS FOR SALE. 


WE will sell you a better c’ for 5c, straight 
than most dealers will for 10c., ~ 

Havana filler, Conn. Lay +4) genuine Sumatra 
wrapper, Pe: shape, 43¢ inc’ mee long, Uae Union 
made, mild and pleasant. For 60c. we maila 
ay ot 13 12 of these d to any address 

the U. 8., and, if they do not make good, return 
Shon and receive your money. 

RD CIGAR co. 
1115 Main 8t.. Hartford, Conn. 


CA LENDAK ARS. 


OST artistic line of adv of adve price hist calendars 
ever offered. Wri fight 3 
BASSETT & 


(, ~ kd, St., Uren "York City. 


ESK CALENDARS—Size 5x7. rich mist grey 
mat board —- two color Petey with 


large 
r ad measures inches. 
This is is odukre : Lay Cc . thee 


only #/6, ce, LOUIS 
hiladelphia. 


5th above i per thon 


———+oo————_ 
DECORATED TIN BOXES. 


HE appearance of a kage ofttimes selis it. 
T You cannot imagine how beautifully tin 
boxes can be decorated and how cheap they. are, 
year ye made, aim ther thi 

ear we je, among many other things, over 
bg million Casaret box es and five million vas- 
ae boxes and caps. Send * the tin desk re- 
inder called “‘ Do It lt Zep SaOeeS ee 


samples ma: 
any AME ican s rOPFER R COMPANY, 


Hn a by ork. 
aun The largest maker of Tin Boxes aa of the 


x'& SON, 





HOTELS. 
HE Lirts HOTEL WILMOT, 
South Penn Square, 


Philadelphia, 

is now one-third larger 
than formerly ; the 
new addition 

provides commodious 
smoking and writing 
soumine 


Sa ba step fro fro 
ast a 
the Penagylvania Ry. 


THE RYERSON W. JENNINGS CO. 
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MAILING MACHINES. 


Tae DICK 1K MATCHLESS MAIL! lightest and 
Ta Price $12. VEE, 
Mfr., 178 Vermont Bt. Buffalo wY 
SUPPLIES. 


D. WILSON PRINTING INK CO., Limited, 

e of 17 Spruce 8t., ag York, sell more ty 

— cut inks than any other ink house in the 
e. 

Special prices to cash buyers. 

C= -WATER PASTE is a dry powder in- 

stantly converted into a tacky, glue 

paste, superior to anything rata have 





on recei Ye 
address. SERNA ID-HOLMES AGENCY, 46 
State St., Chicago, 1 





PREMIO UMS, 

YON & HEALY’S NEW PREMIUM CATALOG, 
az. ready, consaiee Saamens instruments 
o! lescriptions, inclu @ special cheap 
machine; $20,000 wo: at my 1-4 

and guitars used in a AW nel, year by one firm for 
premiums, Write for Lig 1UM CLERK, 

yon & Healy, 199 Wabash A\ ve., Chicago. 

ELIABLE goods are trade builders. Thou- 
sands of suitable for 


es. 500-page list ce ifustrated catalogue, 
published tasally, Ba issue now ready; ; 
8. F. MYERS CO.. 46w, 48-50-52 Maiden Lane, N.Y. 


HOUSE-TO-HOUSE DISTRIBUTING. 
Y NATIONAL oe SERVICE 
is the result of years of experi- 
ce in placing - direct to reli- 
able, local distributors, to tire satisfaction 
of my many patrons, to whom I I am pleased to 


refer you. 
1 ive the only proposition that covers every 
over 2. m in the 


town and city o 
United 8 0 
All matter is sent = reliable local men who 

excl ess and 


make a jusive 
who gy, perintend the distribution of 


all matte: =e personal! —— to 
you fora ony Se Sapectane ourvies all points, 
and cheerfully make good where contract is 
. It will be to your best interest to in- 


ILL A. MOLTON, ~ 
Nationa). ED Auton Distiibator, 
Main Office, 442 St. Clair 
Cleveland, O 





PUBLICATIONS. 


66 BUSINESS AND FINANCE © 
R DECEMBER 
CONTAINS THE ouaaswene LEADING AR’ 

eA Organize and Finance a i 

‘ont. 
Summary of New Tot ¢ Cozpenate jem. 
y “Co fi 

nt.) 

The SGumtetion of a Loan and Discount Com- 


Forms for the ng = 

A Complete Code of By-Laws. 
ning the Books of a Corporation. 

ints on Mailing and Ad 
ers. (A sensational f the way 

corporations and brokers are blackmailed by 
so-called ‘* Comme: ” and In- 
vestors’ ) You sho 
without fi 


id read this article 
How to Deal with a Bank. 
The World and You. 
Brokerage and Commission. 


RIALS. 
Cowardice of Indecision. 


The 
er ss in the Morning Courage. 
e Ave! Ning Prospectus Fails. 
ad BUSINESS FINANCE,” 





isa monthly qournal ng inte ‘and 
value to the investor, banker, man of business 
and all "Romonterton $1 fem kr 


Send f 
THE BUSINESS AND FINA Rot? #0 fone 
56 C HUDSON BUILDING, New York, © ¥. 
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ILLUSTRATORS AND ILLUSTRATIONS. 


SENIOR & CO., Wood Engravers, 10 Spruce 
H. St., New York. Service good and prompt. 





POR S SALE. 


yr tk for sale. First-class condition. 
“B. M. M.,” care of Printers’ Ink. 


Ry Acme 6-binder, $20; series Blair, $10; 7x11 
p $30. Other material cheap. ST. VENS, 
Route 6, b 
ARSAIN— Four a and eight Scott ro 
BA full’modern stereo 
Addrese eC Oakland , Cal. 


OR SALE—A Di tic 
business in a thri 


partfeul _— MISS NA 
neeton, 


a5 quashasin rs ee r proases, Job _ 
nd- 


paper — 

ly eond for for ARD PRESTON, 

167L Oliver —_— 

42 b 4 60 POTTER TER TWO-REV.; will print 4 
‘ of a7 or 8 col. seo 

ress for boo! or newspaper wor - 
RD PRESTON, l67u Oliver St. Boston. 


ri SALE-—Daily afternoon pasemiated 


ae of the best Sane 
nfecturing tis ot the i dle 
est. A faress " NEWSPA EWSPAPER,” ca 


OE DOUBLE CYLINDER, oy or ~ lite 
folders attached; will print 





doi a 
war farther 
iE te CATLETT, 


per hour. Will 


. page; to 
waee in part -kpet per PRESTON, 


speed, a 
en! 
1671 Oliver S8t., Boson. 
T on moderate figure. figure contro! 


almost, t in concern 
medicine = al ay universal p—, 


sere, 


money in it 


pees 
‘only 


to 4 it when = died, nee - o4 

vos est sale. There is too much 
ett it ‘ie yer yy way I — 
money. Address 








> _-____ 
ADVERTISING NOVELTIES. 


APEROID Pocket Wallets, 4x7, 1.000 for 10, 
including ad. “ ear like leather.” 7 FINK 
IN, 5th above Chestnut, F Philadelphia. 
A BRIGHT steel nail file, file, $30 per thousand. 
Turned toothpicks in per thou- 
sand. Samples ¢ each in leather p+ y 10c. 
Agents wanted. J. . C. KENYC KENYON, Owego, N. Y. 
COAT HANGER, bearing eg baad and ad- 
dress, given to each keeps clot 


hes 

in shape and makes friends. It costs | ttle. 
us talk itover. BELMAR MFG. CO. ton, Pa. 
RITE for sample and price new combination 
Kitchen Hook and Bill File. Keeps your ad 
before the housewife and ess man. THE 


business 

WHITEHKAD & HOAG CO., Newark, N. J. 
Branches in all large cities, — cities. 
ELLULOID blotters cost more than ordinary 

ones do, but hey bring results where the the 
others rite f ne ene ent prices. THE 
BALTIMORE BADGE & NOVELTY CO., 253 
Broadway, N. Y. 


66] ITTLE TRAVELER,” (catal 
vertisi 


ing ——— = in w 
minum and paper; uest on 
bOLLIDAY sore NOVELTY AD- 


Bited mation WORKS, } Knox, Ind 


A PYRRTIBERS—Are you 1 you es for the gest 
thing out? An ogg I novelty tha 

men and boys wear dai exies goed 

ive poy TA at AWortas r. 

vertisers. Mag would like to 

ad witha a = = can use our entire 

for 1904. G. P. CUATES CO., Uncasville, 


ie), 1001 ad- 
, tin, leather, 





SOMETHING! NEW IN yaw Rr ADVERTISING 


we sertee for Geos ion and ices of the 
ORANDUM BOOK (vest-pocket size). Absol utely 


fi blish- 

ers and f nvention souveni he thing for pub ioe 
TENGWALL FILE AND LEDGER CoM. OMPANY, 
Chicago, Ill. 
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BAD DEBTS COLLECTED. 


5 TRSOTLY Soeciem service. Reasonable per- 
nee our patron alwa: oo t- 

re. | AND NIGHT ADJUSTM 
2644 cil Avenue, — 





MAIL ORDER. 


ap-cnpes MEN, MIXERS AND PUBLISH- 
: I will honest: ly mail your circulars, 
- ica py oe. , at 10c, per 100, $1 per 
1,000. Key and try m 
DANA M. BAER, 
__Dep't. x., Luverne, Minn, 


GRE REAT chance for agents a agents and mail order men. 

We furnish fine catalogue with your aarti. 

64 pages; size6x9; 250 fine illustrations; aif- 

ferent useful, meritorious, quick-selling articles 

lig profits. — for ay’ us 
new 


led direct 
to yout customers. KRICAN CONSUMERS’ 
AL ea (Inc.), 61 Wabeas Avenue, Chicago, 


| ooo 
ADVERTISING MEDIA. 


CENTS per line for advertising in THE 
1 JUNIOR, Bethlehem, Pa. 


9) & CENTS for 30 words 5 da 5 days. Lag mag 
avd Br , Mass. n, July, 9. 
Ae ws GUIDE, N New Market, N. ry A 
postal card est will bring sample copy. 
Atte perscn advertising in PRINTERS’ INK te 


the amount of $10 or more is entitled to re- 
ceive the paper for one one year. 





OpLrny NEWS, 25c. year: year; ad rate zoe omen 
Sel. irculation, moni 
WILLIAMS & M LAR, New Brunswick, N. J. “4 


RY GOODS REVIEW, 506: 506 Security Bldg., Chi- 
to country merchants. Sworn cir- 

culation, 3000; ad adv. rate, $1.50 an inch, 5c. a line. 
T=E; PROGRESS! VE MONTHLY, inGiensoetie, 
Best medium for those wantin; 

saoch tain tc Gea aie. Rate, 10c. 

on request. 
PECIAL one-inch “ad,” six months, $1; one 
neem, Ses 60 words 1 inch. Forms close 

Ist; LE, readers. ANYBODY’S MAGAZINE, 


THe F 
3000 copies, rate conta ine ‘orms 
ut 


Sioee the 25d. ‘hak your agency a 
pena TALE, Astin oe Gesuen, be has a 
YJ cireulation of 2.500 cop! 
ie) r Ashland fy 0 coples at less than 
000 by. A American un Newspaper ry. 
Grete circulation, 11,000 meniy. 
Rate, 5 cents a line (seven words); 70 
order. Sample free. THE 
Waldoite VISITOR, 392 <. Troy St., Chicago, Il. 


On as — ae each insertion in entire 
list ved 1 So mostly in 
a York, 


py 


300 _Montgom 
fy monthly, ci 


"i. coy Pennsylvania. 
NION PRINTING CO., 15 vandowsier St., N.Y. 


MILLION TRAVELERS can be _ reached 
onthly throu’ Ge cemern and w western 
way Guide. Write 


to es Park Pince, N.Y. 


WILL ap a arene advertisement 


> $10 


od weeks in 1 ois or bay 
Umon. te papers, CHICAGO NEWSPAPER 
10 Spruce St., New York. ie OD 


application. 100,000 ) circulatio ion weekly. 
100. 000 & GUARANTEED qaizeutation, J 


That’s what the 
PATHFINDER offerst the - _ month. 
Patronized by 


all leading mail-order It 
ou. are re navertising and do not know of the 
AT. pt 4 you are 


are missi good, 
Ask :~+ sample THE PA PATHFINDER, 
Washingto: 


I 


and rates. 


NFORMATION, Binghamton, N. Y., publishes 
MN. i list of novelty man manufacturers; tells 
tise su oO ;how to enter mail- 

35, 
Siarene aie 














PRINTERS. 
OOKLETS by the million. Write for booklet. 
STEWART PRESS, one. 


ATALOGUEFS printed large quantities. 
C oes STEWART PRESS, Chicag: Ms 


pear Write R. CARL ag Omaha, 
Neb., . copyright lodge cut catalogue. 


OXINE—A non-inflammable wash. A 
substitute for lye and benzine. For sale by 
the trade. Made by THE DUXO MFG. CO., 
Clinton, Ia. 
ig = are not satisfied where you are, try bon 
= all n't De mock fA ON ~4 
rintin romptly and satisfacto: '. - Vv 
P rnting prom CO.. 15 Vandewater St., New Yor! 





em 
ADVERTISEMENT CONSTRUCTORS. 


GREENBERG writes the oe you want, 
. yon ei i ooklyn, N 
or a groc store $1.00. 
100 “82, BAIT PUB. co., neces ° 
RED. W. KENNEDY, 39th and Langley, Chi- 
cago, writes advertising—your way. 
50 42y ADVERTISEMENTS, an -— line of business, 
and ied to you for a dollar. 
J. H. LARIMORE, Westerville, Ohio. 
RACTICAL, common-sense, "ESTIELE BEE: 
advertisements written.’ ESTFLLE B' 
THING, 22 Munn Ave., E. Orange, N. 
APS Lh it and cuts, new “ny Re- 
jlers and bankers should use . 
Moderate prices. ART LEAGUE, a Youk 


118 


ENRY FERRIS, is "EF mark. 
918-920 Drexel Buildin , Philedeiohin, 
Newspaper, magazine an trade paper ads. 





A*® ad written in the right time—in the right 
manner—will move thousands. I wri 
eens and effective publici 


ata mR... - 
rice. JAMES J. NO: MILE, 


tation F, Boston, 


A PVERTISERS_if you wa you want , cerone, forceful 
d effective dr.win rations and 

original Cony. write to“ ARTIST. ce ” care of Teng- 

wall Talk, Chicago, Ill. we work. Prices 

reasonable. 

‘TRADE winning booklets. « catalogues 

I" cards, oo ig es nemo enn woes a, 3 ete. v eawnie 


SON & HIND N, 90 Tribune Bldg., Chicage, 
DWRITERS—Send $2 for our practical plan 


for building up an independent advertising 
business. Will return price if you’re not satis- 


LE WERN & CO., 479 N, » 479 N. Clark St., Chicago. 
I PUT genuine — 4 ntry life ir into appenis. 10. pro- 


advertising. to pro- 
gressive farmers naan is the he good, If bar he — 
an article for this trade and it is a good thi 


write me. 
F. H, LOVEJOY, Box 1, Roslyn, Pa. 

P PRINTING 

fnintes 

RINTING 
Printing adaustaut Monts first-class style. 
hévertionnaute written a clear, convincing 
manner. Send for booklet on printed letter 
head. PRINTERS’ INK PRESS, 45 St., N. Y. 


Gous advertisers place their entire depend- 
ence on the prettiness of the ory erg 
mind the weakness of the co: 7%, aie ean k that 
as long as the copy is good ita pro arrange- 
ment doesn’t much matte ; poston is that 
, strong copy w val cam and printed is 

r than ‘either of the other methods. BEN- 
JAMIN SHERBOW, 3148 Euclid Av., Philadelphia. 


DVERTISING that appeals to every-day, 
ractical-minded people. Original, but not 
eccentric nor silly. Just t e sort of sound sense 
that ought to induce more peop ple to patronize 
your Teen. If you want this pe of ee 
tising I can be of use to you. 
“ready-made” ring out of your stock letters and 
ut a “direct from-me-to-you” tone into them. 
believe in directness, Rey force ah 
sreuhnens in an advertising appeal, and I think. I 
x these jients inbera ip into most of the 
ivething t 


ARBORO, 557a 
Halsey St., Brook yn, N. geo 


7 


PRINTERS’ INK. 
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$25. 00 IN CASH TO THE WINNER. 

10.00 TO THE SECOND BEST. 

We will pay the ve to the 

who send to us the two best plans for conducting 
a department store 4 towns of 300 to 10,000 po; 

lation. The = must embody New Ideas, 

will attract all 





i classes of people to the store, 
such as e Advertisemen: ~~, 

or Attractive Window ye, Sow 4 fo Carry 
Out @ Clearing and Closing Ow 
tells how to uce a stock in ech oa wwe to eight 
days’ time is what is wanted), etc. 
of four l am on all plans submitted, an: 
ee eke will be mail the winners on New 


closes r 28, 1903, 
Address E. os sMitH & CO. 
Ack Box 31, ‘Oran, Mo. 


I ow IF YOU KNEW 

that a vealiy § fine bit of gbvertinte matter, 
one even vwhoss rst cost perhaps struck you 
decidedl, . — ig = the , only profitable kind 
yon wou rop “cheap,” every 
stanter. Fine, individ dual, un my TY ‘con- 
stantly secure a lence om strange! 
who reason thus: “ I. 


ng 
thousands to put SE 
front seats ana keep FIRST —_ 
ones that vents them fro: 

vertising b more forest 1 and profitable 
than the ~m - onl infallible t test of chean- 
ness is w juce and not A bd | 

For hows wt woe! ng 4 this to be trve 


Price’ List 
at ewsva- 


No. 26. FRANCIS I. MAULE, 402 Sansom St., Phila. 
O ADVERTISEMENT CONSTRUCTORS 
Amateur and other). 
FOR THE BEST ADVERTISEMENT. 
00 FOR THE SECOND BES 
EACH FOR THE NEXT FOUR IN MERIT. 


For the purpose of encouraging amateur ad- 
vertivement constructors, as whe as avidin the 
aid of the masters of the profession, t pans 
Chemical Company will, within the nent twelve 
months, pay ten dollars each for chat two adver- 
tisements submitted to Le ey think 


good enough to be worth using, tom jay 
to day as accepted, ard at thes — of a year—viz., 
December 2, 194—will award an $500 


in 
rizes for the six best and od met effective 
adve! ments that have been submitted. 


The advertisements of the Ripans Tabules 
have been before the public for twelve years. 


They were the first largely advertised propri- 
ourye medicine ever sold in tablet form. 


They were the first remedy for yt poem de ever 
successfully popularized tt brough advertisi: 


They are the only proprietary medicine sold in 
the drug stores at y Propri price as five cents. 


Fourteen thousand testimonials of the efficary 
of Ripans Tabules, as a dyspepsia remedy, have 
been received at office of the Ripans Chemical 
Company in twelve months. 


A henteed million Ripans Tabules ha’ 
purchased at drug stores in the United States in 
asingle year. 


Every d store in n America sells Ripans 
Tabules, and can give names and addresses of 
ns ns who have teen benefited by their use. 
Interviews —_ such persons rnish tho 
r_ effective rapes ww ep mennen of 
Ri 8 Tabules. h case has what see 


"pac Ss pe- 
points, but when presented to the pu public in 


an advertisement a is to thousands of others 
isely like > who had thought themselves 
the suft t precise way. 


A ones who 
that cures or relieves one is a boon 


ng eve her person living under similar con- 
to every The A ng value of individual 
cases can hardly be overestimated. 


AOGIIE SPRAY Bl Pease 
THE Ri IPANS CHEMICAL © COMPARY, 
Spruce St., New York. 











42 PRINTERS’ INK. 





ADVERTISING will get your business into CANADA. 


~~ of the public, but nothing but merit CANADIAN ADVERTISING is best done by THE 
will keep it there. DESBAIRATS ADVERTISING AG’Y, Montreal, 
== a 


Displayed Advertisements. TO THE 


20 cents a line; $40 a page; 25 per cent EVENING NEWS 


extra for specified position—tf granted. : 
Must be handed in one week in advance. |{ Published at BUFFALO, the American 
meatapes ——— for 1903 ~~ a 
much higher circulation rating than is 
1,500 Mail-Order Names accorded to any other daily” aper in 
Regular Buyers, $2.50, New York State published outside of the 
COMMERCIAL ADV. AGENCY, Hamilton, O. City of New York, 






































71 USINESS IF IT IS RESULTS 
RINGERS YOU WANT 


Over 1,000,000 Homes. 
PumADELPRLA. The German 


Sunday School Times 
Presbyterian 
pee nen + nae te ® 
hristian Standar D l G 
Baptist Commonwealth a L y azette 
Episcopal Recorder 
Christian Instructor 
—— . . 
Heidelberg Teacher H 
Advanced Scholars’ Quarterly 1S the paper. 
Intermediate Scholars’ Quarterly 
py e Quarterly 
eidelberg Home Department | 
Quarterly 
NASHVILLE. . y r. 
Christian Advocate CIRCULATION: 
Epworth Era 


Children’s Visitor Over 47,000 


Sunday-School Magazine 

Senior Lesson Quarterly e 

Intermediate Lesson Quarterly Daily. 
Home Department Quarterly 

Methodist Review Quarterly ‘ 
We Shall Be Pleased To Hear From You. 17 gs es 


THE RELIGIOUS PRESS ASSOCIATION 
901-902 Witherspoon Bldg., Philad’a, Pa. 924 ARCH ST., PHILA. 















































POSTAL TELEGRAPH-CABLE COMPANY ™ “srs"~~"THE COMMERCIAL CABLE COMPANY. 


TELECRAM ) 



























a ey eu 

















Send for Booklet of Best Paper File and Only Correct Job Press Feed Guide 
McCintv File and Feed Gauge Co., Doylestown, Pa. 
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43; Commercial Art 
= Improvement 


You are doubtless familiar with the Commercial Art Criticisms of our Mr. 
Ethridge which have appeared regularly in Printers’ Inx for some time. 

Doubtless you have been struck by the force of the criticisms and the im- 
provements shown in the advertisements reproduced. 

Kindly consider this matter as it applies to your business. 

If you use pictures, as nearly all good advertisers now do, you should have 
pictures which are an improvement over those used by your competitors, which 
will stand out wherever they appear as boldly as fire on a hill, and which will be 
the most prominent and attractive thing in sight wherever they may be used. 

It doesn’t cost any more to have the right kind than it is costing you for 
the wrong kind. 

We have what we firmly believe to be the best and most efficient Commer 
cial Art Department that can be got together—men who are specialists in diver- 
sified lines, and every man a star in his line. 

Under the constant supervision of Mr. Ethridge these men are to-day turn- 
ing out a grade of work which it is mighty difficult to secure, and which you 
need in your business. 

If you need anything in this line, from a little trade mark design to a mam- 
moth poster in many colors, write us about it to-day. 


THE GEORGE ETHRIDGE COMPANY, 
No, 33 Union Square, New York City. 








nusual 


I want several men with a few thousand dollars 
each to join me in obtaining control of an important 
manufacturing business now in operation under 
exclusive and valuable patent rights, and which gives 
the strongest promise of paying one-quarter million 
dollars of profit the first year, and increasingly there- 
after. The cash immediately needed is $25,000, and I 
would prefer to have five men with $5,000 each, al- 
though smaller sums would be acceptable. The rea- 
sons for selling will bear thorough investigation, and 
the entire-pioposition is absolutely solid and legiti- 
mate. It is, in truth, an opportunity such as comes 
to a man hardly once in a lifetime. It will not go 
a-begging and it will not wait. If interested please 
address CONTROL, care of PRINTERS’ INE. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
ecards or circulars, and any other suggestions for bettering this department. 








It won’t be so dull after Christmas 
if you'll advertise things that people 
want, at prices that will tempt them to 
let go of their money. Your margin 
oi profit may be smaller; you may in 
some cases supply a demand that you 
might have supplied at your usual 
profit, but you'll be turning your 
money over, and, what is more im- 
portant, you'll be getting new cus- 
tomers into your store at a time when 
you can give them a great deal of atten- 
tion. Try a few rousing special sales; 
don’t worry if you lose afew dollars on 
some of them, so long as you get 
people to say good things of your 
goods and prices, Charge it up to 
advertising. 


A Small Space Well Used. 


The First Time 


your watch fails to keep 

ood time is a good time to 
vies it to us. Of course it 
isn’t always best to let a 
watch go till it “breaks 
down” before taking it to the 
watchmaker. 

Cc. HOWARD DALEY, 
Mgr. for F. H. Hill, Jeweler, 
259 Main street, 
Janbury, Conn. 














This Is Sense. 


A Watch Isn’t 
a Lawn Mower 


or a sewing 
you wouldn't 





machine, and 
think of run- 
ning either of them a year 
with only once oiling, but 
it’s an even chance you'll 
let your watch run until it 
stops from lack of oil and 
the accumulation of dust and 
dirt. 

If you’ve a watch that you 
value you'll save money and 
trouble if you let the watch- 
maker look it over at Teast 
once a year. 

Cc. HOWARD DALEY, 
Mgr. for F. H. Hill, Jeweler, 
259 Main street, anbury, 
Conn. 











John Blake, Another Danbury, Conn., 
Advertiser, Has Built Up an. Excel- 
lent Restaurant Business with the 
Help of Good Advertising. 


Steaks at Blake’s 


The thick, juicy sirloins 
that you read about. I’m 
driving right along the turn- 
pike of progress, and if 
he a lover of juicy steaks 
*d like you to try mine. 
They’re the New York kind 
—thick and tender. 

Quick lunches at all hours, 
| neon dinners daily from 





noon until 8 p. m. 











Reynolds & Fuller, of Danbury, Conn., 
Are Printing a Line of Stratght-from- 
the-Shoulder Talk That Ought to Do 
Them a Lot of Good. 





a : 4 
Cheap Carpets | 
When we sell you a carpet 
we'll tell you exactly what 

it is. If it’s cotton we'll 
ony so, and if it’s wool we'll | 
tell you. | 
If it’s part cotton and part | 
wool you'll know it from us. 
e buy our Ingrains di- 
rect from the mills and sell 
them cheaper than any otner 
concern in Danbury. 
Full Extra Super, all wool, | 
13 1,080 ends, 63c. the | 
yard. , 





Right on Time. 


| The School Suit 
for Boys. 


These are the Suits that 
stand the stress of being 
worn daily by healthy boys. 
Double-breasted and Norfolk 
Jacket Suits of good, ser- 
viceable cassimere, a stylish 
gray checked pattern; cut to 
es the boys room and to 
ook smart; firmly stitched. 
Determined to outwear both 
school-time and _ play-time. 
Sizes io to 16 years. 








- 


3.75 

for a suit and two pairs of 
trousers. $5 would be a 
fair estimate of the value. 

._ And Suits of fancy chev- 
iot, equally enduring. Made 
for us especially. $5 each. 
Sizes 9 to 16 years. 
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Some Pertinent Impertinent Questions For Towels and Bath Mats. 





and a Good Answer. 





| How’s 
Your Liver? 


Are you bilious? 
Does your head ache? 
Do you feel dizzy? 


In order to prove that I 
have a perfect remedy for 
biliousness and constipation 
I-will sell a regular 25c. size 
of my Little Liver Pills for 
1oc. and agree to give you 
back the dime if the pills 
don’t do all I claim they 
will. Only at 
SHEPARD’S PHARMACY, 
Corner Main and West sts., 

Danbury, Conn. 








Another Timely One. 





Children’s 


Pretty School Hats for the 
little ones; sensible and prac- 
tical, too, for everyday wear. 
Broad rolling brims — one 
sort of “scratch” or rough 
felt, with stitched brim, band 
and bow at side, at 65c. 

Another style, of stitched 
cloth, in navy blue, castor, 
cardinal and Oxford gray; 
edged with imitation leather; 
ribbon streamers. 65c. 

third variety is of 
scratch felt, in castor, car- 
dinal, navy blue and brown; 
broad stitched brim, _ bell 
crown; ribbon band and 
streamers. $1. 
= 





A Good Lamp Ad. 





These Longer 
Evenings 


call for an earlier use of 
lamps, and there are lots of 
sitting rooms and parlors and 
libraries that will need the 
refurnishing and brightening 
up that only a lamp can give. 

We’ve enlarged our lamp 
stocks and are offering at 


and values than you'd 
a8 to find elsewhere. 
en your lamp needs get 
your attention you'll do well 
to keep our offerings in your 
mind. 
THE DANBURY 
HARDWARE CO., 
Main st., Danbury, Conn. 




















The Good Bath 


is dependent on _ proper 
towels as much as it is on 
the tub and the water. Here 
are Bath Towels and Bath 
Mats that make the getting 








One 


Is your stomach out of dry part of it an easy an 
order? comfortable affair. 

Are your bowels consti- 
pated? 


of the Advantages of a Bank Ac- 
count Is Attractively Stated in his 
Ad of the American National Bank, 
of Hartford, Conn. 





A Pocket 
Check Book 


Open a bank account with 
us and take a pocket check- 
book with you. Then your 
money can’t be stolen from 

our pocket or from your 


or se ase es ae ainst 

eft and free from danger 
by fire. 

School Hats. As a depositor with the 


American National Bank you 
share without cost the use 
ot our vaults, our bookkeep- 
ing facilities, our experience 
in financial matters, and have 
the satisfaction of knowing 
that you need never worry 
about possible theft or fire. 





A Cigar Ad That’s Full of Enthusia 








I. D. C.’s Are 
a Huge Success, 


Nothing succeeds like suc- 
cess, but to be successful an 
article must possess merit. 
My I. D. C. five-cent cigar 
is the best bundle of merit 
that was ever put into a nick- 
el cigar, and many of its 
hundreds of admirers say it 
is better than most of the 
ten centers. 

A_customer who called re- 
cently informed me that he 
and many others he knew 
of sent out of town for their 
cigars, but as far as he was 
concerned he was through, 
for the I. D. C.’s at $2 a 


prices that range between box were way ahead of those 
75c- and $10 what we think he’d been paying $3.50 for, 
is a better showing of Styles and he was glad there was 


a local-made cigar at last 
that hit the nail on the head. 

nd how the drummers 
have caught on—I’ve stocked 
many a grip this last week— 
- D. C.’s surpass anything 
they find in their travels. 

F. H. OHSEE, 


Danbury, Conn. 








Sm. 
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The Seattle Times 


(DAILY AND SUNDAY) 


is supreme in its field. The table below 
proves that claim conclusively: 








NOVEMBER, 1903, RECORD: 
The following t of busi 


Pv tive stat , 
iven in inches, carried by The Times and The 
g 

*P.-I,’’ during the month of November, 1903, tells 


its own story : 


The Times’ Record 








IE den ccecnvacecesvesescesss 36,845 
EE 32s cokebdeecdgudeusas 12,940 
Legal Advertising............. pévesusciawens 3.266 
Total for November.........++++...+-: 53,05! 
The P.-I.’s Record 

Display advertising.. .... Mh Daa AKA ee AE 30,739 
i E. .. cn coscneceonesseoses 10,045 
ee eee 209 
Total for November.........+++esseeee 41,047 
ged PP rere 12,004 
Note that The Times leads The “ P.-I.’’ by 


6,052 inches in display advertising, 2,895 inches 
in Classified, and 3,057 in legals; and in the 
aggregate The Times makes the splendid lead of 
12,004 inches in a single month, or about 29 1-4 
per cent. 

The increase of The Times’ advertising for 
November, 1903, over that of November, 1902, was 
nearly 8 per cent. 








SWORN AVERAGE FOR NOVETIBER, 1903: 


Daily, Over 34,000 
Sunday, Over 38,000 


If you are not now using the Times, why not do so? 
The Daily and Sunday Times lead all other papers on 
the North Pacific Coast in circulation and advertising 
patronage—display and classified. 








ps 'N > 
i VewsPAPER The S. C. Beckwith Special Agency, 


SOLE AGENTS FOREIGN ADVERTISING 


Tribune Building, New York 
Tribune Building, Chicago 























PRINTERS’ INK, 














The First Kick! 


Office of Richmond County pare, 
Tompkinsville, N. 
ec. 8, 1903. 
Printers Ink Jonson, New York City: 

Dear Sitr—During the many years we have been purchasing ink from your firm 
we have never before had an opportunity to _ up a ‘‘kick,’’ but we are compelled 
to register our condemnation al the ink which you forwarded to us two weeks ago, 
and which we tried to use for the first time Saturday. It is not at all up to your 
standard of inks. It lacks body and prints smeary and oily. We return the ink for 
your investigation. Respectfully, BROWN BROS. 


It pleases me very much to have my customers inform 
me of any complaints with my inks, as it enables me to 
remedy the difficulty immediately and save future kicks. 
Many concerns do not care to complain, and quit buying. 
This is hardly fair, as none of us are infallible and 1 
hardly think any ink house would willfully send out poor 
goods. Mr Hayden, of the Holley, N. Y., Standard, re- 
ceived a poor lot of ink from some ink house, and offer- 
ed to pay the transportation charges both ways if they 
would exchange it, but he was politely turned down! He 
wrote me stating that he was ready to go back for keeps 
to a money-back-if-it-don’t-suit ink man, and when my 
ink arrived would celebrate by making a bonfire of about 
75 lbs. of the other fellow’s stuff called ink. My custom- 
ers feel safe in buying from me, knowing that if the 
goods are not up to the standard I will exchange them 
or refund the money without offering any arguments. 

Send for my new book giving hints for the press- 
room. 


ADDRESS 


PRINTERS INK JONSON, 


17 Spruce Street, New York. 
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Roll of Honor Notice 





Publishers heretofore barred from entry into 
the Roll of Honor because they had not the 
requisite qualification—that is, because they 
did not place on file a detailed, signed and 
dated statement strictly conforming to the 
rules of the American Newspaper Directory— 
have Now an opportunity to be admitted to 
that department if they do the four things 
here specified: 


1st.—Set down separately the number of complete and 
perfect copies printed of each issue during the 12 
months preceding the date of statement. 


2nd.—Divide the sum of the several issues by the number 
of separate issues, thus ascertaining the average 
issue. 


3d.—The statement should be dated, 


4th.—The statement should be signed by some person 
whose authority to give the information is either 
evident or stated. 


If statements of the character specified are 
sent to the editor of Printers’ Ink, he will edit 
the copy for the Roll of Honor and turn the 
statement over to the editor of the American 
Newspaper Directory for use in the tgo4 edi- 
tion of the Directory now undergoing the 
thirty-sixth annual revision. 

For further information, if desired, address 
Managing Editor Printers’ Inx, 10 Spruce St., 
New York. 














